A NEW INDUSTRY REACHES MATURITY 


THE PACKAGE SHIFT IN’' LIGHT CONSTRUCTION IS HERE TO 


STAY. Here is an important definition of marketing trends for dealers 


wholesalers and manufacturers 


s, as seen by ART HOOD. se 


ee page 50 
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Build Right... Choose Evanite’ 


PLYWOOD: Douglas fir plywood, DFPA grade-marked; larch plywood, on Hallmark of Quality Products 
DFPA grade-marked. HARDWOOD-FACED PLYWOOD: birch, red oak, i 
ash, madrone, Philippine mahogany, cherry, walnut. SPECIALTY PLY- 
WOODS: Crezon overlaid, medium density; texture 1-11, marine ply- 
wood, ‘‘2-4-1"’ plywood, vertical grain fir, Ag-Ply, knotty spruce, Idaho 
knotty pine. 


HARDBOARD: Standard, tempered, pre-finished, perforated, V- 
grooved, corrugated, exterior siding, garage liner. POLY-CLAD (t.m.) 
PLYWALL®: Pre-finished and matching plywood paneling, moldings, 


>R ,UCTS 
bi-fold doors, cabinet doors, cabinet stock, wainscot panel kit, doors. proouc 


COMPANY 


Sales Offices: Chicago, II. e Tampa, Fla. e Coos Bay, Ore. 
Anaheim, Calif. e Syracuse, N.Y. e Plymouth, Mich. 


IT PAYS TO BUY FROM YOUR JOBBER 


Evans is a member of the Douglas Fir Plywood Assn. 


BUILDING MATERIALS DIVISION 
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‘GO UP | 
WITH 


 AZROCK 


ont Y” GREAT NEW “ 
‘ OL naLux 


REAM REMIERE Luce 


i A unique style creation in vinyl asbestos that's 
B setting new records for rapid acceptance! Now: 
in 1/8” and 3/32” gauges as well as 1/16”. a 


\ FAST-SELLING Zijece Ler 
. Fl hus 


of tile! Available in 1/8”, ff 


3/32” and 1/16” 
"he gauges. 


| PREMIERE ~ 
WINDOW DISPLAYS! 


Big, colorful, 3-dimensional units, fea- 
turing full-color blowup of a 
striking Premiere installation! 
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A SOLID SUCCESS! 


There’s no business like “‘DOUGH”’ business. . . 
those extra sales and profits dealers all over the 
country are making . . . thanks to the solid success 
of RUBEROID Polymerite Floor Tile. 


There’s never been a product like revolutionary 
Polymerite Tile. First and foremost it’s a quality 
tile with outstanding “ease of maintenance”’ char- 
acteristics. It gives your customers grease re- 
sistance, flame retardance, up to twice the wear of 
asphalt, the clear colors of ‘‘expensive”’ tile . . . at 


RUBEROID Polymerite Tile conforms to Fed. Spec. SS-T-306b Asphalt Tile; 
SS-T-307, Grease Resistant Asphalt Tile; and the flame retardant qualities 
of Militery Specification MIL-T-18830 (Ships) 
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great savings! No wonder customers are snapping 
it up. Polymerite is a solid sales success. 
RUBEROID Polymerite Floor Tile is supported 
by national advertising in 4 colors. Handsome in- 
store displays, colorful literature, ad mats... every- 
thing you need to do a big job is available. Call 
your sales representative or write us directly. 


(RUBEROID’) 


POLYMERITE 


Pat. Pending 


rior TILE 


733 Third Ave., New York 17, N. Y. 
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Oct. 15-21—National Forest Products Week DSC” means Dealer Sales Control, a phrase coined by this 
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methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
COMING IN YOUR JUNE 5th BMM: trol, prefabing, financing, Home Center stores, strong retail 
* The Perfect Salesman for Home Improvement advertising, installation services, sales of new homes or re- 
e Two-Way Prefabrication by Dealers—Custom & modeling packages to builders or consumers. 


P a. a DSC means product brands and specifications controlled by 
¢ Evolution of a One-Stop Dealer the dealer. 
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JAMES D’AREZZO, CON- 
TROLLER of Campanella 
& Cardi Construction Co 


7~ 
- 
~ 


“Our Clattonal COMPU-TRONIC 


ATTRACTIVE OFFICES of Cam- 


g 


panella & Cardi Construction Co. 


THIS NATIONAL SYSTEM maintains rec- 
ords at the highest level of efficiency. 


returns 6 2% on our investment!” 


—Campanella & Cardi Construction Co., Warwick, R.I. 


“Since equipment plays a major role 
in the operation of our business we are 
well aware of its effect on the success 
of a completed job. It is only natural 
that this feeling should extend itself to 
our accounting procedures. 

“With men and equipment involved 
in various projects along the Eastern 
Seaboard it becomes increasingly im- 
portant for us to maintain accounting 
records at the highest level of efficiency. 
To solve the problem of an increasing 
work load and to give us a more flexible 
and efficient system we chose the 
National COMPU-TRONIC. 

“We are now handling all Payroll 
Computations, Wage Accrual by Proj- 
ects, and Payroll Writing on the 
COMPU-TRONIC. In addition, we are 
able to use the machine for Government 


Reporting, Check Writing and Age 
Analysis. Other accounting work such 
as Billing, Accounts Receivable and 
General Ledger is handled on our 
National Class 31. 

“Even though we had our Payroll 
Writing mechanized previously, the in- 
creased flexibility and additional ad- 
vantages of the COMPU-TRONIC 
enable us to realize a return of 62% 
annually on our investment. Needless 
to say we are very pleased with the 


results.” 


Controller 
Campanella & Cardi Construction Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service or- 
ganization will help protect this profit. 
Ask us about the National Mainte- 
nance Plan. (See the yellow Py~e 
pages of your phone book.) fee 


*TRADE MARK REG. U. S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 
wer paper (No Carzon Reouintp) 
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THE EDITORS’ VIEWPOINT 


Lessons from the Recession 


UGUST BERING, a prominent building materials dealer in Hous- 
ton, told us last month that a tract home builder came into his 
office and said: 

“I’ve learned that you give good service and that’s what I need. So 
here is our materials order for 40 homes to start off the season this 
year.” 

Previously, the builder had been only an occasional customer of Ber- 
ing Lumber. The substantial increase in business from this account had 
been earned through service—there had been no special solicitation on 
the part of the dealer. 

This incident is particularly noteworthy because for years Houston 
has been one of the industry's most competitive building materials 
markets. 


FROM TIME TO TIME, a home builder gets the idea that he can 
save money by setting up his own building materials yard. 

The trouble is, one year a builder will erect a large number of 
homes, then the next year his production will fall off. Meanwhile, the 
fixed expenses of his “captive” building materials warehouse continues 
at a high rate. And the builder’s “captive” yard is not equipped to fill 
in with over-the-counter sales or business with small contractors. 

Sooner or later, the builder discovers that it is more efficient to buy 
from a progressive independent dealer. The recession in new home 
building of the past two years has taught many builders this lesson. 


ESTABLISHED DEALERS have only themselves to blame when a 
tract builder gets the mistaken idea that he can profit from starting a 
dummy building materials business for his exclusive use. 

For many years, builders could not get the type of service needed 
for large-scale operation. Dealers need 100% mechanization, for exam- 
ple, to handle materials for big builders. They also need to offer services 
such as precutting or component prefabrication. The major reason why 
prefab home manufacturers have been successful is that they provide 
a package service to builders. 

Building materials dealers are rapidly learning their lessons in how 
to profitably sell to tract builders. It’s part of the packaging shift in 
light construction which is discussed in this issue by Art Hood, on page 
50. 

One of the most important items in the news recently was the an- 
nouncement that a group of eight medium-sized eastern retailers 
jointly purchased a regional prefabrication plant and are now selling 
house packages to large builders whom they could not profitably sell 
as individual dealers. Details on this venture will be told in a forth- 
coming issue of this magazine. 

The substantial growth of home modernization departments and di- 
visions by retailers during the last year also is proof that dealers are 
learning the lesson that package selling is the way to profitably sell 
materials for home improvement. This applies to dealers in any market, 
of any size. Controlling the modernization market by selling both labor 
and materials is the successful answer to cash-and-carry competition, for 
most yards. 


AS THE LIGHT CONSTRUCTION BUSINESS begins to brighten— 
and there are signs that it is now on an upturn—these lessons should 
help everyone in the industry avoid the “profitless prosperity” that 
marred some of the past years when building was at a high pitch. 


The Editors. 











Loose lumber shipments used to be unloaded by hand, requiring 30 to 
36 hours at Kingston Lumber Corporation, Kingston, N. Y. But now, 
thanks to ‘‘Strapack” shipments, bundled and braced with Acme Steel 
Strapping, ove lift truck operator unloads a boxcar 12 times faster. 

Tight, neat strapped packages also speed yard handling, save 
storage space .. . they can be stacked higher (and straighter). And 
firmly strapped shipments face little danger of damage in transit. The 
“Strapacks” illustrated, from Hallinan Lumber Company, Portland, Ore., 
were flawless. 

Have your Acme Idea Man explain in detail how package shipments 
can profit you and your customers. Or, return the coupon for illustrated 
on-the-spot reports. 


IDEA LEADER IN 


STRAPPING 
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ACME STEEL COMPA 
Acme Steel Products Division 
Dept. BIS-51 

135th St. & Perry Ave. 
Chicago 27, Ill. 


Please send me Idea No. Ui-24 
and other examples of how 
major lumber dealers cut costs 
with Acme Steel Strapping. 


Name 
Title 

Firm 
Address — 


City : Zone 


State 














Building 
Materials 


MERCHANDISER 


New Developments 
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PACKAGE SELLING (MATERIALS PLUS LABOR) IS ONE ANSWER TO CASH-AND-CARRY 
competition in northeastern Ohio--one of the incubator areas 
for big cash retail yards. 


Iwo years ago, BMM field study there found dealers worried 
over the future as big cash operators raised havoc. 

But study just completed disclosed that most dealers have 

learned to live and make money despite the cash-and-carry 

yards. How? Two basic lessons: 











--The yards offer casSh-and-carry prices on selected materials, 
along with charge-and-carry and charge-and-delivery. By 
giving c&c option, the dealers are getting across both the 
costs and advantages of services. 


--More "DSC" (Dealer Sales Control) through package selling 
to homeowners, especially home improvement services. Best 
package for 1961: kitchen remodeling. 








Looking back several years ago when c&c raised its head in the 
area, dealers admit that the new competition taught them some 
lessons. As to loss of customers, most dealers said they 
permanently lost a few "piece-pricers" among contractor trade 
--but most of their good contractors returned to the local 


yards. 








One prominent Ohio dealer described the past year as a "shake- 
down" period for building materials retailers. 





"I ran a blind ad in BMM," he said, "asking if dealers wanted 
to sell their stock and business. Within a month I received 
26 replies! It is apparent that any dealer who doesn't follow 
what you fellows on BMM call Dealer Sales Control will soon 

be out of businessS--or at least want to be out." 


MORE MANUFACTURERS LOOK TO CHEMICALS FOR FUTURE BUILDING PRODUCTS. An 
example is Allied Chemical's Barrett Division, which has just 
created a new department for the intensified study of chem- 
icals in building materials. 








H. Dorn Stewart, president of the firm's building materials 
division, says: "Nearly one-third of the materials used for 
building homes in the '70's will have been born in test tubes." 
He predicted widespread use of the following: polyethylene 
cold water piping; urethane foam insulation; plastic building 
panels; plastic sewer pipes, gutters, flashing and leaders. 








ALUMINUM SIDING FOR ONE-STOP DEALERS--Johns-Manville is now marketing 
a full line of aluminum siding for lumber dealer sales. 
The line is now in the hands of J-M distributors. It 
includes 8" insulated, 8" standard and 12" vertical siding, 
plus accessories and three styles of aluminum shutters. 
Turn page for continuation 
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NEW DEVELOPMENTS - (begins on page 9) 


' Henne CC eee 


WATCH FOR GROWTH OF HIGH-STYLE DECORATIVE CEILING TILE. You'll see 
more acoustical "glamor" designs. The aim is to sell the 
sound=silencing, premium-priced tile fcr every room in 
the house. 


WOOTEN | 


Previously aimed at the modernization merket, ceiling tile 
producers are now pushing decorative acoustical tiles for 
new homes. The pitch: use colorful quality ceilings as a 
merchandising device to take houses out of the ordinary. 
The same appeal can be made to builders for use of wall 


paneling. 








LUMBER DEALERS WILL GET NATIONAL ATTENTION NEXT SEPTEMBER in Popular Mechanics 
magazine. A New Products House will be featured, spotlighting such 
ideas as a built-in entertainment and storage center, an indoor 
workshop, etc. Readers will be told to see their local dealer for 


details. 








Dealers can tie in with this promotion through a dealer list in the 
magazine. In turn, retailers will get merchandising kits to tie in 
locally, tuned to new products for home modernization. For further 
details, write Building Dealer Program, Popular Mechanics, 200 E. 
Ontario St., Chisago 11, Til. 





PALLETS WITH REINFORCED STEEL STRAPS are getting plenty of bouquets from dealers 
using them. These 48" x 54" pallets are said by some dealers to last 


up_to five times longer than those fabricated without the strapping 
reinforcement. The NRLDA materials handling department endorsed 
these pallets for retailers. 





WHOLESALER ENTRY INTO COMFONENT FREFABRICATION is getting close. In talks 
with members of the National Building Materials Distributors 
Assn. meeting early this month, a surprising number said they 
would have to launch component programs within the next year 
or two. 


For example, one Texas wholesaler has set up a wall fabri- 
cation plant, strictly as an experiment. He's built four 
houses, uSing his prefabed structural sections, to iron out 

the kinks of his system. But he's holding back on full use, 
trying to weigh how to market the component homes. It might mean 
abandoning his dealer sales policy. 








Wholesalers who sell mainly to small-town dealers are not too 

concerned. It's the wholesalers in n cities where large “dealers 
are buying direct and some wholesalers sell to builders. 

As one distributor said: "We've got a tremendous investment 

in our business, and we are sure not going to loSe it." 

These are critical times in distribution. Far-reaching deci- 

sions must be made. 











One answer for wholesalers and jobbers who are troubled by 
profit deterioration from staple materials is to add higher- 
margin specialties, which they can sell to both small and 
large dealers. Examples: decorative ceiling tile, patio 
panels, shutters, kitchen vents, built-in appliances, deco- 
rative interior partitions. Premium-quality lines of all 
building products are best bets for wholesalers who sell 
exclusively to retailers; it's usually the low-end products 
and materials which by-pass wholesalers. 
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Builders look to Lawson to provide medicine 

Lawson cabinet styling that is at home in today’s 

most beautiful bathrooms. Families need the 

d « ’ * security of storage out of the reach of small children 
me 1cine cabinets the convenience of really generous size cabinets. 
Informed home buyers are attracted to the house whose 
builder is wise enough to use the sales appeal of the 


Lawson luxury look in safe medicine storage. 


Lawson Quality Features 
One-Piece Drawn Seamless Steel—easy-to-clean, rounded inside corners 
Bonderized After Forming—resists rust and paint flaking 
5-Year Mirror Guarantee—no silver spoil 
Lighted Cabinets Factory Wired—easy installation—U.L.Label 


“AWSon, 


FREE! Comprehensive catalog of medicine cabinets 
and bathroom accessories includes full specifications. Write 
Dept. 1, The F.H. Lawson Company, Cincinnati 4, Ohio. 


. 
*’ 


f 














WHEN IT COMES TO DEMONSTRATING ROOFING QUALITY... 


AM EARS 


Si 


2 


an | \ \ 


\\yy4 
M AWK 
WHY DO THIS... WHEN YOU CAN SHOW THIS! 


NUTT, 


The Fry Bond sells 


(and brings higher profits, too!) 
because it’s proof of quality! 


Fry offers long-term bonds (a full 20 years on too, when they learn how Fry bonded quality 








the 290 Ib. 3-tab strip shingle) guaranteeing per- —_ actually ends up costing them less per year! 
formance on every weight and type of asphalt To you, the Fry Bond means easier sales; 
shingle in its line! ereater customer satisfaction. Greater profits, 

To your customers, the Fry Bond is demon- too. All good reasons why you find more and 
strable proof of Fry quality. They’re impressed, more roofers buying Fry. 


For Bigger Profits and 
greater customer satisfaction 
SEE YOUR NEARBY tere BS 
FRY DISTRIBUTOR FORALL (|x »" é 4 oe 
YOUR ROOFING NEEDS. ae, PS Pt SD Pucker Se ee \ 
Lioyd A. Fry Roofing Company, melo) iN le A od 34 @] D1 6] On By *r . 
5818 Archer Road Jee ie ne AS ye aa a 


* 
¢ ve 














- . : ‘ iy, 
Summit (Argo P.O.), Illinois. . a 
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This model shop shows all that's needed to efficiently 
produce roof trusses using Hercules truss plates: A 
versatile $140 Hercules jig table assembly and a 20- 
ounce hammer for each of your men, plus the saw. 

A space of about 30 feet wide and 40 feet long 
is all you need to accommodate the Hercules jig table, 
work space and completed trusses! 

The Hercules jig table assembly can be adjusted 
to any span and pitch of truss. 


Kohan i ferotalm i felal-)ae—jJaleleiiomm 4olem lah'{-t-): 
‘Tome 4ol0) am Ba 0t-t- at-leolglet-lilelam —elelle)aal-ja) ag 


BASICALLY, ALL YOU NEED IS A GOOD JIG TABLE 


YES, all you need is a good $140.00 HERCULES JIG 
TABLE ASSEMBLY to increase your sales by $110,- 
000.00 this year. 

Using the HERCULES JIG TABLE and three men, 
you can assemble 48 trusses per day. These are actual, 
proven production figures! (These figures are for as- 
sembling the trusses, and do not include cutting time.) 
Assuming there are 20 trusses in the average house, 
the production of 48 trusses per day is 2% houses per 
day, or 12 houses per week, on the basis of a 5 day 
week. Using a 36 week year, because of weather and 
other unforeseen factors, this is a total of 432 houses 
per year. If ing were retailing trusses, this would be 
approximately $110,000.00 per year. Should you use 5 
men on your HERCULES JIG TABLE, your produc- 
tion should increase to 96 trusses per day, or over 
$220,000.00 per year. 


GET ON THE BANDWAGON 


YOU can start building the HERCULES ROOF TRUSS 
with a very low initial investment by using the HER- 


CULES JIG TABLE ASSEMBLY and HERCULES 
TRUSS PLATE. The truss you will fabricate is one of 
the strongest and one of the easiest to manufacture. 
The HERCULES TRUSS is nationally accepted by 
FHA, VA, and all Local Building Departments. (FHA 
National Bulletin #SE 269 covers the HERCULES 
TRUSS.) 


WHY USE THE HERCULES JIG TABLE AND TRUSS PLATES? 


BECAUSE our method is simple and easy. The HER- 
CULES TRUSS can easily be fabricated 
without skilled labor. 


BECAUSE it combines a very low investment with a 
simple, low cost fabrication operation. 


BECAUSE any volume of truss sales will be profitable 


BECAUSE with your low investment, you could let 
your HERCULES JIG TABLE sit idle with- 
out losing money, whereas if you have a 
very large investment, you must keep your 
equipment busy at all times to prove 
profitable. 


— WE SEND OUR OWN FIELD ENGINEER TO PERSONALLY HELP YOU SET-UP YOUR TRUSS SHOP — 


OUR SERVICE INCLUDES ENGINEERING, TECHNICAL AND MANAGEMENT 
ASSISTANCE TO MAKE YOUR TRUSS BUSINESS SIMPLE, EASY AND LOW MANUFACTURING PLANTS 


IN COST. 


TOLEDO, OHIO 


WE AID OUR FABRICATORS IN ANY TRUSS PROBLEM. WRITE OR WIRE FT. LAUDERDALE, FLA. 


FOR COMPLETE DETAILS. 
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MANUFACTURER 
4058 N.E. 5th AVENUE FT. LAUDERDALE, FLORIDA 


NITERNATIONAL 
TRUSS PLATE corporation 


AND DISTRIBUTORS OF HERCULES TRUSS PLATES 
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Add needed closet space 

() \ , to any house — easily installed, 
low-cost, last a lifetime! 
For the most efficient use of closet space, 


more and more builders and homeown- 


ers are specifying K-V Closet Fixtures. 


© 
Built to give a lifetime of service, K-V 
Closet Fixtures are easily installed and 
keep clothes tailor-fresh. Ask your K-V 
representative about this complete 
quality line or write for our catalog. 

















K-V 8 Adjustable Closet Bar. Fully adjustable, hangs more 
clothes more neatly. Four stock sizes, 18” to 72”, fit all closets 
up to 96” wide. Durable, low-cost, lasts the lifetime of the 
house. Easily installed. Bright nickel finish. Hangers can be 
placed on bar or in nylon glides. 


K-V 9 Snap-in Nylon Hanger Glides. Any woman who ever 
had to straighten out hangers in a closet will appreciate these 
smooth-riding nylon hanger glides designed so they can be 
snapped into inner bar even after bar has been mounted. 











K-V No. 2 Extension Closet Rod. The most widely accepted 
closet rod on the market. Especially designed to add more 
hanging space to closets too shallow for a K-V Clothing 
Carrier. Five sizes, 18” to 96”, to fit all closets up to 120”. Bright 
nickel-plated finish. Easy to install. Will not sag under heaviest 
clothing weight. 


No. 1 Clothing Carrier Virtually No. 3 Garment Bracket Holds six No. 724 Portable Loop Shoe Stand No. 550 Trouser and Skirt Hanger 
doubles hanging space in any or more garments on coat hangers. Holds 9 pairs of shoes neatly and Each individual clamp arm holds 
closet. Carrier floats on ball-bear- Installed along length of closet or compactly — on individual loops. a skirt or a pair of trousers. Unit 
ing rollers. Installed under closet door, making use of otherwise Easy to assemble, takes up little attaches to closet wall or inside 
shelf. Bright nickel-plated finish wasted space. Bright chrome finish. space. Bright chrome finish. closet door. Bright chrome finish. 











KNAPE & VOGT MANUFACTURING COMPANY, Grand Rapids, Michigan FIXTURES 


Manufacturers of closet and kitchen fixtures, drawer slides, adjustable shelf hardware, sliding and folding door hardware, Tite-Joint fasteners and Handy Hooks for perforated board. 
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BAMBOO TRELLIS—Green BAMBOO TRELLIS—Yellow 


|Gaatevonuateneloye 
hits 
the ceiling... | 


ARCHITECTURAL FLORAL TRACERY 





...with exciting new 1961 
Johns-Manville ceiling panels 
_ like these by noted designer, 


Michael Greer! AND THAT'S NOT ALL... 


MEDALLION—Green ‘ MEDALLION—Gray 


J-M 
offers you 
this EXCLUSIVE 


sales 


advantage! . 
ERE 










...A BRAND-NEW 
CONCEPT IN 
ROOM DESIGN- 


The first 
ceiling 
and floor 
designed 
especially 
for each 

other! 


BAMBOO TRELLIS 
Acoustical Ceiling Panel 
(12” = 32") 
red, green or yellow 


Floor Tile 
(9" x 9”) 


a ee yore 
J —_ < 


BAMBOO LEAVES 
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USE THIS BRAND-NEW CONCEPT IN ROOM DESIGN TO 
INCREASE YOUR SALES OF CEILING AND FLOOR TILE! 


See how this single theme, Bamboo, moves across the 
ceiling and down the wall .. . how the design of fallen 
bamboo leaves is reflected in this new J-M vinyl-asbestos 
flooring. Your customers will love this unique design 
concept because it’s dramatic, yet practical. And it be- 
longs to Johns-Manville dealers alone! 

















Created exclusively for Johns-Manville by noted in- 
terior designer, Michael Greer, N.S.I.D., A.I.D., Bamboo 
is the first ceiling and floor to use this “total-design”’ 
concept. Watch for other dramatic, new Johns-Manville 
ceilings and floors based on this intriguing approach to 
modern room design. 

Be the first in your area to reap the full benefit from 
this brand-new “‘total-design” concept for ceilings, walls 
and floors. Call your J-M man right now! 


2 CE See Oe SG ee ee 












This room is on display at the National Design Center, New 
York, and will be featured in J-M advertisements appearing in 
Life, The Saturday Evening Post and Better Homes & Gardens. 








all this...and more... 
from Johns-Manville! 


JUST LOOK! ; 
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FISSURED KLEFTONE TUMBLE WEED STANDARD FIBRETONE CLOUD WHITE 


RANDOM FIBRETONE CHAMPAGNE KLEFTONE STELLAR FIBRETONE GOLDEN WEB BOMBAY IVORY 


Other new ceiling designs from Johns-Manville! 


There are lots more exciting NEW ceiling pat- fact, there’s now a J-M ceiling panel design to 
terns (most are washable) for J-M dealers, too! In delight everyone who comes into your showroom! 


Let imagination hit the ceiling of your showroom, too, 
with this new J-M Illuminated Ceiling Panel Display! 


To help you display these outstanding ceiling de- Ask your J-M man for full details. Or write Johns- 
signs, J-M offers you impressive new illuminated Manville, Dept. BMM, Box 14, New York 16, N. Y. 
displays. They’re versatile, too! Panels lift out so 


you can show two, hree, ps S a si ee 
Seance. ONE ANVIL JM 


get either ceiling-suspended or wall-mounted types. CEILINGS AND FLOORS 


PRODUCTS 








Od Ly 


has a problem 


Pen 


When a backyard golfer crashes his ball 
through his neighbor’s window, they’ve both 
got a problem. The golfer has lost his ball, 
and his neighbor has a window to fix. You 
can’t help the golfer, but you can help the 
unlucky homeowner (or builder, contractor 
and anyone else who needs quality window 
glass) if you stock plenty of PENNVERNON 
Window Glass. Here’s why: 

Availability: Your customers will know 
they can always get what they need from 
your store because PENNVERNON is available 
in a complete range of sizes and varieties. 
Quality: PENNVERNON is more than just 
ordinary window glass. A unique Pittsburgh 


.. you have the solution... 


UEeRNON 


Plate Glass manufacturing process gives 
PENNVERNON Window Glass a brilliant sur- 
face finish on both sides of the sheet and 
remarkable transparency. Service: You can 
always get quick delivery from your Pitts- 
burgh Plate Glass Company branch or dis- 
tributor, so you don’t have to carry a big 
inventory. Promotional help: He can sup- 
ply you with a full line of colorful and useful 
sales aids, including signs, labels, counter 
cards, decals, give-away folders and ad mats. 
There’s a Pittsburgh Plate Glass Company 
branch or distributor near you. Pittsburgh 
Plate Glass Company, 632 Fort Duquesne 
Boulevard, Pittsburgh 22, Pennsylvania. 


* Pittsburgh Plate Glass Company 


G 


Paints + Glass + Chemicals + Fiber Glass 
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In Canada: Canadian Pittsburgh Industries Limited 


Bn 
pennueRnon 
WINDOW GLASS 
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the world’s finest 
window glass 
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A DOOR GRILLES 


are available 
in 3 Rust Proof 
Tarnish Proof 


LIFETIME 
FINISHES 


+: ALACROME 
tx ALBRAS and 
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‘md? PUSH GRILLE 
Wa) NO. 414 
Diagonal bars adjust to door 
width. In 2, 3 or 4 bar styles 
for 32” or 36” doors 





M-D PUSH GRILLE NO. 11 


Made especially for storm doors. Available for 32” or 
36” door. 12” high 


M-D PUSH GRILLE 


es NO. 4 


A graceful and very inexpensive = 
“™azzgp push grille. 4” high for 32” or 


36” doors 


Timdiy PUSH GRILLE 
Gl) NO. 16 

For aluminum or wood doors 
15” high for 21”, 23” and 
27” insert panels and for 
regular 32” or 36” doors 





M-D PUSH GRILLE NO. 12 


A handsome grille made especially for storm doors 
Available for 32” or 36” doors. Grille approx. 12” high 











y 
> PUSH GRILLE 
NO. 1 
Accordian-like action of this 
grille permits expansion to 
fit all doors 


M-D PUSH GRILLE 
NO. 6 


For aluminum or wood doors. 

6” high for 21”, 23” and 27” 

insert panels and for regular 
32” or 36” doors 
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jd j MESH GRILLE 


Interlaced ribs form strong 
protection. For 32” and 36” 


doors. 


(md) 








ee. 
NuWAY Screen 
DOOR GRILLE 


For doors or window guards 
Fits 30”, 32”, 36” and 42” 
doors 


ORDER TODAY! Your order shipped promptly. Freight prepaid and allowed. All M-D products are 
fast sellers, nationally advertised. 








M-D PUSH GRILLE NO. 18 


Made especially for combination doors, 16%” 
high for regular 32” or 36” doors 


M-D PUSH GRILLE NO. 15* 


Graceful addition to any combination door; wood or 
metal. 16” high for either 32”, 36” of 42” doors 


M-D PUSH GRILLE NO. 23 — *Initial Optional 
— Ft 


Made especially for 32” or 36” combination 
Tc 7 PUSH BARS > FITS-ALL FITS-ALL > FITS-ALL snely FITS-ALL 
md md mdy NG's md NO. FS 














doors. Approximately 23” high 
u | NO. PB3 c= |©6CwNO.. S NO. 8 
Available as shown or in 2- Fully adjustable for nearly all Features M-D's patented A distinctive grille designed Can be adjusted to fit all 
bar = for ae Sigh ve standard size screen or metal flower-pot’’ style holder to fit all standard doors and doors from 22” to 30” wide, 
ousie doors for : : 
for most standard size doors adjustable to many others and from 75” to 55” high. 


42” ond 48” widths combination doors 


Manufacturers of Quality Building Products 


G-DUNCAN co. OKLAHOMA CITY ghee eee be 











NOW...FROM CELOTEX 
to help you increase 





e Thousands of families in your 
community are putting off home 
modernization ... just waiting to 
be sold! 


e Here is a complete program to 
he!p you sell more by promoting 
your store as headquarters for 
ONE-STOP Home Improvement 
Service . . . for both contractor- 
handled projects and do-it- 
yourself jobs! 














a S-point program 
profitable 


* planning 


“ONE-STOP” POSTER! This big 
34” x 22” poster really spells out what 
you mean when you say ONE-STOP serv- 
ice! A colorful “silent salesman” that 
will work ‘round the clock in your win- 
dows and showroom. 


ADVERTISING AIDS! Free ad mats, fea- 
turing your ONE-STOP Service. An at- 
tractive folder picturing Home Improve- 
ment “packages.” Product literature 
that helps turn prospects into buyers. 


BUILDING PRODUCTS 


If it’s “by CELOTEX,” 


you get QUALITY... plus! 


SALES-MAKING DISPLAYS! Effective aids for your 
windows and store interiors. Smart... show your 
products most attractively... stimulate prospect 


interest.. 


. speed selection...create extra sales. 


NATIONAL ADVERTISING! 
Full-color ads... reaching mil- 
lions of prospects! All the sell- 
ing power of over 38 years of 
continuous National Advertis- 
ing works for you when you 
feature CELOTEX products! 


ssp 4; si 
Reith Gea 


eee hen 


PLUS. wew 


FASHION-LEADER 
CEILINGS! 


¢ New “diamond white” finish... 
whitest white yet ... on both HUSH- 
TONE® acoustical tile and“DESIGNER” 
ceilings. 90% light reflectivity. 
Smoother. Washable. 

¢ Your customers will like new Caprice 
and Granada .. . exclusive patterns 
and colors. 


; ss" :\mm ¢ New sell... all through the line! 


The Celotex Corporation 


120 S. La Salle St., Chicago 3, Illinois 


Gentlemen: Please have your representative give me full particulars on 
your 5-POINT PROGRAM to increase my Home Improvement sales. 


Name 
Title 
Address 


City 
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THE FAST SELLING—HIGHER PROFIT FIBERGLASS PANELS 


FLOPLATED. J LOM 


BACKED BY A WRITTEN 15 YEAR GUARANTEE 


Another first from FILON ...and an exclusive 
profit-making first for you! Your quality-minded 
customers will look for, ask for and insist on 
new FILOPLATED FILON, the first and only fiber- 
glass panels backed by a 15-year Guarantee on 


before possible. Customers will recognize FILO- 
PLATED FILON by the heavily advertised FILON 
Guarantee Label on every panel. Be sure you're 
ready to fill high-profit orders for the finest fiber- 
glass panels available today... FILOPLATED FILON. 


surface appearance, color stability and light trans- 
mitting properties—plus the added protection of 
a Structural Lifetime Guarantee. This unrivaled 
Guarantee is made possible by FILON’s exclusive 
new FILOPLATING process which protects the 
panel surface and preserves color beauty as never 


2 : 
oe ? : 4 


FILON'S CLASS "A’ 
DEALER PROGRAM 


* National advertising support 
in leading shelter magazines, 
architect, builder, contractor 
and farm publications. 


* Regional and local newspaper 
advertising with Class ‘‘A”’ 
dealer listings in every ad. 

* Displays, banners, brochures, 
how-to-build plans. 

*Complete Home Improve- 
ment Center Program. 





ALL FREE TO CLASS “A” DEALERS 


FOR ADDITIONAL INFORMATION 


fill out coupon, check items of interest 
shown in boxes below and mail today. 

Or, contact your nearest distributor of 
FILON for further information. 


FILON PLASTICS CORP. 


LOS ANGELES * NEW YORK « CHICAGO « PITTSBURGH 
DALLAS * SAN FRANCISCO * PHILADELPHIA * BOSTON 
ATLANTA © INDIANAPOLIS * MINNEAPOLIS ¢ SEATTLE 


C] gOLoOLitE Filon’s 
Translucent Corrugated 
Fiberglass Panel in Continuous Rolls 


C] FILOPLATED FILON 


The full facts about amazing new 


FILON 333 N.Van Ness Ave., Hawthorne 37, Calif 
FILOPLATED FILON, the complete 


I'd like more information on items checked at right 


Name 
Address 
City 


Company 


Ideal for Balcony Railings, Fences, 
Enclosures, Sidelighting and Sky- 
lighting. New economy. 


written guarantee, prices and 
technical information. 








CLASS “A” DEALER 
PROGRAM 
Description of benefits, support- 
ing programs, enrolling informa- 
tion, for full particulars. 
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COMPLETE FILON 
PRODUCT LINE 
Folder contains types, sizes, col- 
ors of all FILON fiberglass build- 
ing and decorative products. 





ALABAMA - 
Birmingham Plastic Products Co. 
929 North 19th Street 
Patterson Plywoods, Inc. 
709 Sixth Avenue North 
ALASKA 


Anchorage Fibergias eon bie 
Vv. 


P.O. Box 833 
ARIZONA 
i Fiberglas Engineering & Supply 
1880 West Fillmore 
Georgia-Pacific Corp. 
4701 West Colter Street 
Tucson. ... , Fibergias Engineering & Supply 
Division 
1215 East Warehouse Shag ong 
Stewart Building & Roofing Supply, 

2110 E. 19th Street 

ARKANSAS 
Little Rock Darragh Co 
1401 East 6th 
. Varner Steel Products 
ox 781 


Pine Bluff........ 


CALIFORNIA 
lorthern Wholesale 
631 West Whipple Street 
Fiberglas Engineering & Supply 
427 P. Street 
Georgia-Pacific Corp. 
3140 California Ave 
Los Angeles. .Fibergias ae npaelen & Supply 
5933 Telegraph Road 
Fry Plastics International 
8601 South Figueroa 
.American Distributing Co. 
541 Kansas Avenue 
Fiberglas Engineering 
& Supply 
1041 Fee Drive 
Valley Cedar Products Co. 
2121 Bilumenfeid St 
. .Georgia-Pacific Corp 

210! 


Modesto 
North Sacramento 


Oakland 
rove St 
Taylor & Art 
1710 East Btn ‘Street 
Salinas. . .. .Georgia-Pacific Corp 
1031 Industrial ee 
Fiberglas Engineering & Su 
5202 poe nd 
Fibergias cere 
& Supply 
1200 -17th Street 
. .Georgia-Pacific Corp. 
E. Gish Road 
Santa Ana. Orco Cooperative Warehouse, Inc 
1020 N. Fuller Street 
Santa Rosa.......... P.B.M. Inc. 
1219 Briggs Street 
COLORADO 


Denver..... Construction Specialties Co 


2625 Walnut Street 

CONNECTICUT 
Meriden eove Sins, 3 Pacific Corp 
14 Cherry Street 
— Bidg. Products, Iric 
1 Brownstone Avenue 


San Diego 


San Francisco . 


San Jose 


Portland 


DELAWARE 

Seaford United States Plywood Corp. 

P.O. Box 670 

Kaufman Glass Co 

1209-21 French Street 
DISTRICT OF COLUMBIA 

Washington Georgia-Pacific Corp. 

3025 “V” Street, N.E. 

Read Plastics, Inc. 

1251 Ward Court NW 


Wilmington .......... 


FLORIDA 
Ft. Lauderdale. . Luminous Ceilings, Inc. 
894 East Oakland Park Bivd. 
Peninsular Supply Co. 
0. Box 22280 
Gainesville Baird Hardware 
Jacksonville ..................Hayco, Inc. 
2642 Rosselle Street 
Miami... . . Peninsular ney! Company 
2247 N.W. 17th Avenue 
. Southern Wholesale Supply Co. 
103 W. Alexander Place 
. Taylor Sash & Door 
” Guillemarde & Blount Streets 
...Waltker & Hallowell, Inc 
939-1001 Central Avenue 
St. Petersburg... . .Gulf Coast Plastics 
"4930 15th Avenue South 
Vaico Incorporated 
7500 - 4th Street, North 
Harbor Plywood Corp. 
808 N. Rome Ave 
Turner Distributing Co. 
2601 East Broadway 
Peninsular Supply Co. 
501 Fern 


Orlando. . 
Pensacola. . 


Sarasota 


West Paim Beach... 


GEORGIA 
Atlanta. . AAA. Brands 
""510 Ponce De Leon Avenue, N.E. 
Addison Rudesal, Inc. 
1425 Elsworth Industrial Dr., N.W. 
Commercial Plastics & Supply 
Cc ration of Georgia 
554 North Avenue, N.W. 
North Brothers, Inc. 
911 Monroe Drive 
Savannah........... . Neal-Blun Co. 
3500 Montgomery St. 

HAWAII 

Honolulu. . ...W. P. Fuller & Company 
770 Ala Moana Boulevard 


pi (i es Supply 
110 East 29th - 


Fiberglas a & Supp! 
510 South 9th Street 


ILLINOIS 
Chicago 


Auburn Plastic Engineering 
4916 South Loomis Street 
Valentine Equipment 

2630 W. Arthington 

. Edward Hines Lumber Company 
1 Oak Street 
Georgia-Pacific Corp. 
206 West Camp Street 
Cahokia Lumbermen’'s 
upply Co 

260 North 29th Street 
Reserve pred of Chicago 
3700 North Mannheim 
Skokie ..........Edward Hines Lumber Co. 
3415 Howard Street 
Joliet............Central States Steel, Inc. 
625 Mills Road 
W. C. Alexander 
Wholesale Supply 
19t Forest 
Quincy ............Mid-Products Company 
4th and Payson Avenue 

Springfield. ‘Soren Builders Supply Co. 
1900 East Mason Street 


Danville. . . 
East Peoria 
East St. Louis. ... 


Franklin Park. . . 


Mount Vernon 
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INDIANA 
Fort Wayne. .Great Lakes rata on Cerp. 
Nelson Road 
Carter-Lee Lumber Co 
"1621 Ww. Washington Street 
Logansport. .Great Lakes Distributing Corp. 
21 rie Avenue 
South Bend. .Great Lakes Distributing Corp 
1535 South Main 
E. R. Newland, Inc 
1401 South Main 


indianapolis . . 


1OWA 
Davenport Nichols Wire & Aluminum Co 
1725 Rockingham Road 
Nichols Wire & Aluminum Co 
310 E. Seventh Street 
Nichols Wire & Aluminum Co. 
290—19th Street S.W. 
Omaha Hardwood Lumber Co 
First & Myrtie Street 


Des Moines. . 
Mason City 
Sioux City 
KANSAS 
Wichita 
KENTUCKY 
Louisville 


LOUISIANA 
Bossier City 


Rock Island Millwork Company 
1340 North Mosiey 


Weyerhaeuser Company 
1360 Durrett Lane 


Bayou Bidg. Specialties Co. 
1600 Barksdale Boulevard 
. .Georgia-Pacific Corp 
400 N. Pierce Street 
Georgia-Pacific Corp. 

501 City Park Avenue 


Lafayette 
New Orleans 


MAINE 
UT ian bd 4-0's oo een Eastern Glass Co. 
636 Hammond Street 
Georgia-Pacific Corp 
70 Commercia! Street 
Wade & Dunton 
6 aine 


Lewiston 


Portland Eastern Glass Co. 
121-133 St. John Street 
MARYLAND 
Baltimore Belsinger Paint, Inc. 
5 N. Eutaw Street 
Georgia-Pacific Corp. 

301 South Kresson Street 
United States Plywood Corp. 
Quad Avenue 


Ny ia0, 6:4'x eto Georgia-Pacific Corp. 


Kemp Lane 

MASSACHUSETTS 
Needham Heights Georgia-Pacific Corp 
60 Kendrick Street 
South Boston. .Karas & Karas Glass Co. Inc. 
455 Dorchester Ave 
Read & Company, Inc. 
812 Franklin Street 


Worcester 


MICHIGAN 
Battle Creek. Nichols Wire & Aluminum Co. 
1021 North Raymond Road 
Detroit . .Owens-Corning Fiberglas 
Supply & Contr. Div 
15300 West 8 Mile Road 
Owens-Corning Fiberglas 
Supply & Contr. Div. 
549 South Seward Ave 
...Georgia-Pacific Corp 
126 East Hudson Street 
Kellogg Wholesale Bidg 
upplies, inc 
3820 Cass Road 


Grand Rapids 


Royal Oak 


Traverse City 


MINNESOTA 
Duluth Arrowhead Steel Distributors 
1122 West Railroad Street 
Keelor Steel, Inc 
909 - 9th Street S.E 
George A. Clark & Son 
910 North 3rd Street 
Reserve Supply of St. Paul 
2750 Ellis Ave. 


Minneapolis 


St. Paul 


MISSISSIPPI 
Jackson....... 


MISSOURI 
BR vs veces Joplin Cement Co. 
10th and Moffet 
Central States Steel 
3145 Broadway 
Pyramid Products Company 
1916-18 McGee Street 
Southwestern Insulation 
and Material Company 
1301 St. Louis Street 
Building Products Supply 
6818 Manchester Avenue 
Hill-Behan Lumber 
6515 Page Bivd. 
Robinson oe Awe uy Co. 
a Clede Avenue 


. Building Products Company 
106 Oakdale Street 


Kansas City... . 


Springfield 


St. Louis..... 


MONTANA 
Billings. . 

158 

Morrison-Merrill & Company 

of Montana 

4211 First Avenue South 

Lumber Yard Supply Co. 

River Drive 

Morrison-Merrill 7 Company 

lontana 

925 - 8th hearin, North 


. .Georgia-Pacific Corp. 
P.O. Box 
Great Falls. . 


NEBRASKA 

Omaha.. Omaha Hardwood Lumber Co 
1144 North 11th Street 

NEVADA 


Reno... ee ueeeeeees. Record Supply 
300 Valley Road 
NEW HAMPSHIRE 
Manchester . . Georgia-Pacific Corp 
P.O. Box 205 
Plywood Wholesale Co., Inc 
37 Union Street 

NEW JERSEY 
Clifton ... Georgia-Pacific Corp. 
400 Allwood Road 
Georgia-Pacific Corp. 
174 Branchport Avenue 
Almac Plastics Inc 
23 Sussex Avenue 
Cooperative G.L.F. Exchange, Inc. 
Ewing Township 
besa! Pacific Corp. 
| & Pine Street 
United States a ger Coup. 
.O. Box 587 


Long Branch 
Newark 
Trenton 


Vineland 


NEW MEXICO 

Albuquerque. . Fiberglas Engineering 

& Supply 

1011 Sawmill Road, N.W. 
NEW YORK 

Carmel... 4 ... Dain & Dill 

FED oc acccivcs ‘Alban Area Distributors 

1988 Central Avenue 

Cooperative G.L.F. Exchange, Inc. 

Elmwood Road 

Southern Tier Steel Products 

124 Broad Avenue 

Buffalo... . Eastern Plywood & Door Co., Inc. 

1250 Broadway 


Binghamton . . 


Floral Park .J. & E. Products & Mfg. Corp. 

5 Van Siclen Avenue 

Ithaca. . .Cooperative G. L. F. wary Inc 

P.O. 285 

Eastern Pineed & 
Door Co., Inc 

Livingston Avenue 

Northrup ope Corp 

87 Main Street 

St. Lawrence Glass Ltd 

Georgia-Pacific Corp 

121 South Fourth Street 
Aimac Plastics, Inc 

roadway 

Oneida Cooperative G.L.F. Exchange, Inc 

623 Fitch Street 

Cooperative G.L.F. Exchange, Inc 

Lexington Avenue 

North Counties Supply Co 

Philadeiphia, Jefferson County 

. Laminate Distributors 

javies Place 

United ane Plywood Corp. 

60 Scottsville Road 


Jamestown 


Johnson City 


Messena 
New Hyde Park. . 


New York City 


Oswego 
Philadelphia 
Poughkeepsie 
Rochester 


oa orgia-Pacific Corp 
P.O. Box 96, Eastwood Station 
Reserve Supply of 
Central N. Y., Inc 
P.O. Box Eastwood Station 
Utica .....Gilbert Wholesale Supply Co 
12 urrstone Road 
Yonkers bea! Pacific Corp 
Tuckahoe Road 

pret 1 cata 


Chariot Georgia-Pacific Corp 
2115 Freedom Drive 


Syracuse 


Regional 
Distributors of 


FILOWN. 


Gibsonville 
Raleigh 


Engineered Plastics 
Plastics & Fiber Glass 
Products Company 
333 S. West Street 
NORTH ae 
Jamesto ...La Fevre Sales Co 
1302 - 2nd Ave. N.W 
OHIO 
Akron... Georgia-Pacific Corp 
2644 Gilchrist 
Harbor Plywood Co 
oy Draper Street 
Cleveland Askue Supply Co 
3017 E. 83rd Street 
Goons Pacific Corp 
Ridge Road 
Stewart panna ah Inc. 
286 S. Glenwood Avenue 
Dayton vee City Planing Co. 
219 S. Williams Street 
Lima Eagle Lumber Dealers Supply Co. 
455 E. Murphy Street 
Toledo Georgia-Pacific Corp. 
2461 Dorr Street 
Plastic Products Company 
1 Superior Street 


Cincinnati 


Columbus 


Youngstown 


OKLAHOMA 
Oklahoma City Laminates Unlimited, Inc. 
. Pennsylvania 


Tulsa ... Laminates Unlimited, Inc. 
2 


Houston 

OREGON 
Eugene Georgia-Pacific Corp. 
885 McKinley Street 
Fibergias Engineering & Supply 
406 N.W. Glisan Avenue 
Georgia-Pacific Corp. 
330 S.E. Division Place 


Portland 


ee 
Altoo a¢ McClure & McClure 
2521 Industrial Avenue 
Bethiehem Aluminum, Inc 
920 Cherokee Street 
Erie Aluminum Distributors 
350 East 19th Street 
Georgia-Pacific Corp 
Hatfield Valley Road 
...McClure & McClure 
918 Fronheiser Street 
eorgia-Pacific Corp 
West Roseville Road & Reading R.R 
Philadelphia yy ae Pacific Corp 
63rd & Eastwick Avenue 
Hydra- Matic Packing Company 
2635 Haworth Street 
United States Plywood Corp. 
1717 No. Delaware Avenue 
Fiber Glass General Products 
5610 Harrison Avenue 
Frank Roberts & Sons 
A. T. McClure Glass Co. 
112 S, Fourth Street 
Warren Cooperative G.L.F. Exchange, Inc 
Lexington & Parker Street 
Allied Bidg. Products, Inc. 
800 Rase Street 
Brocker Mfg. & Supply Co 
1700 7th Avenue 
Wolf Distributing Company 
6th & Ogontz Streets 


Bethiehem 


Hatfield 
Johnstown 


Lancaster 


Pittsburgh 


Punxsutawney 
Reynoldsville. . 


Williamsport 


RHODE ISLAND 
East Providence ..-Read & Company 
160 Valley Street 
Georgia-Pacific Corp. 
P.O. Box 2176, Edgewood Station 
Harborside Industrial Park 
. Builders Specialty Co. 
Pine Street 
The Such Company 
144 Broad Street 


Providence 


Pawtucket. 
Valley Falls 


SOUTH CAROLINA 
Charleston. . A.B.C. Awning & Venetian 
Blind Corp. 
191 Saint Andrews Bivd. 
Southeastern Steel Co 
Box 6373-A 
Georgia-Pacific Corp 
1099 Berea Road 
Georgia-Pacific Corp. 
Keith Drive 


Columbia 
Greenville 


SOUTH DAKOTA 
Rapid City .. . Building Material Distributors 
P.O. Box 7 


TENNESSEE 
Chattanooga...... The Currin Company 
eae Carter Street 
ale Specialties 
1077 ‘Sonean Avenue 


McNeil Company 

734 Eastman Road 
Dealers Warehouse Corp 
1530 Sixth Avenue N.E 
Memphis Norrell, Inc 
721 Scott Street 
Economy Plastics 
190 North First Street 


Kingsport 


Knoxville 


Nashville 


TEXAS 
Amariilo Kritser Supply Company 
1023 West Fifth Street 
Austin Longhorn Sash & Door Co 
P.O. Box 6097 

B. L. Moorhouse Co 
Box 7296 

Dallas Wright Sales Company, Inc 
1815 Griffin Street 

Dealers Supply & Giass Co 
1931 Mills Street 

Fort Worth Ray & Hamil Co 
3855 South Freeway 

C. P, Waggoner Sales Co 
233 S.E. 14th Street 
Lubbock Sash & Door 
Box 880 

Odessa J A! ae Steel & Supply Co 
10 North Grant Street 
nie Supply Company 
Murphy & Industrial Streets 
Central Supply Co 
716 East Commerce 


Corpus Christi 
El Paso 


Grand Prairie 


Lubbock 


San Antonio 


UTAH 
Sait Lake City Fiberglas Engineering 
& Supply 
336 South Third Street West 
VIRGINIA 
Norfolk Tidewater Plywood Corp. 
Argonne Avenue Extension 
WASHINGTON 
Bellevue Town & aay 
11618 N.E. 8th 
ay jaye Corp. 
rt Dock 
Pasco ecm eon Corp 
Pasco Airbase 
Seattle —— og oe & Supply 
1000 - 7th Avenue, South 
Georgia-Pacific Corp 
410 Terry Avenue North 
Fiberglas a & Supply 
4 East Trent Ave 
Fas Pacific Corp 
3420 N. Regal 
Georgia Pacific Corp 
824 E. 25th Street 


Olympia 


Spokane 


Tacoma 


WEST VIRGINIA 
Charleston Allied Services, Inc 
160 Spring Street 

Charleston Hardware Co 
1116 Smith Street 

Cabinet Supplier 

1449 Washington Ave 
Building Products Supply Co 
1447 Warren Street 


Huntington 
Wheeling 


WISCONSIN 
La Crosse La Crosse Glass Co 
429 South Third Street 
Lumbermen’s Service 
2525 East Avenue South 
Edward Hines Lumber Co 
Lumbermen’s Supply, Inc 
212 E. Baldwin Street 

Falls Dealer Supply Co 
Georgia-Pacific Corp. 

8229 West Greenfield Ave 


Park Falls 
Madison 


Sheboygan Falls 
West Allis 


WYOMING 
Casper Construction Specialties Co 
200 North Market Street 
PUERTO RICO 
San Juan Enrique A. Castillo, Inc 
Labra Avenue, No. 1004 
CANADA 
ALBERTA 
Edmonton Alsto rr te Limited 
1518 - 119th Street 
sisal Builders Supplies 
11805 - 75th Street 
Calgary Alsto Distributors Limited 
4040 Brandon Street 
BRITISH COLUMBIA 
Vancouver Alsto Distributors Limited 
436 W. 2nd Avenue 
Plexolite Plastics 
1885 Clark Drive 
MANITOBA 
Winnipeg 


NEW BRUNSWICK 
Lancaster 


Alsto Distributors Limited 
1103 Pacific Avenue 


Feron Co., Ltd 

329 Lowell Street 

Christie Woodworking Co 
x 176 


Saint John 


NOVA SCOTIA 
Halifax Feron Company Limited 
Box 411 
ONTARIO 
Burlington A. S. Nicholson & Son Ltd 
1303 Ontario Street 
A. S. Nicholson & Son Ltd 
Box 521 
Kitchener C. N. Weber Ltd 
675 Queen Street South 
London A. S. Nicholson & Son Ltd 
Box 654 
Ottawa Preston & Lieff Glass Ltd 
60 Booth Street 
A. S. Nicholson & Son Ltd 
Oak Street - Weston 


Kingston 


Toronto 


QUEBEC 
Montreal 


Quebec 


E. J. Martin, Ltee 
1897 vemeerany East 
u & Racine 
1250" te St. Paul 
SASKATCHEWAN 
Regina Alsto Distributors Limited 
6th Avenue & Angus Street 
Alsto Distributors Limited 
17th Street & Avenue “J” 


Saskatoon 





FILON PLASTICS CORPORATION 
Headquarters, Plant and 
Main Warehouse 

333 N. Van Ness Ave., Hawthorne, Calif 


Divisional a, Offices 
and Wareh 
White Pisins. nN Y., 450 Tarrytown Rd 
Skokie, illinois, 7540 Linder Ave 
Atlanta 5, Ga., 709 Miami Circle, N.E. 
Regional Sales Offices 
Dallas 7, Texas, 1305 Motor Street 
Indianapolis, ind., Circle Tower — Rm, 1319 
Minneapolis, Minn., 3418 E. Lake St. 
Pittsburgh 22, Penn., 239 Fourth Ave 
Newtonville 60, Mass., P.O. Box 243 
San Francisco 11, Calif., 420 Market St. 
Seattle 9, Wash., 1500 Westlake Ave. N. 
West Chester, Penn., 24 E. Market St 
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BECAUSE YOU SELL 
SEASONED SHEATHING 
LUMBER ON THE SAME 
GRADE YOU ORDERED! 
Seasoned sheathing lumber from 
the Western Pine Association is 
finished lumber, and graded after 
finishing! It is properly dried at 
the mills under controlled condi- 
tions. This controlled seasoning 
helps the lumber to stay straight 
and true, maintaining its grade 
through shipment and yard stor- 


Next time you order, specify 


age. WPA seasoned sheathing 
lumber reduces yarding and han- 
dling costs—it can be piled solid 
without separator strips; it's 
lighter, easier to handle. The re- 
sult: more profit for you! 


BECAUSE SEASONED 
SHEATHING LUMBER CAN 
BE SHIPPED TO YOU IN 
MIXED CARS! No need order- 
ing more than what is currently 
required. No need waiting for 
less-than-carload orders. West- 
ern Pine Association's mixed 
shipments can deliver all your 


seasoned lumber requirements in 
one car: sheathing, studs, joists, 
paneling, finish, siding, mould- 
ings and other WPA quality wood 


products. The more than 450 
WPA mills offer a wide variety 
of grades and products in many 
species—all manufactured to the 
Association's exacting standard 
to assure uniformity and quality. 
The result: a suitable variety of 
stock with a minimum of capital 
investment: 


WESTERN PINE ASSOCIATION 
QUALITY GRADED SHEATHING LUMBER 


Department L-361, Yeon Building, Portland 4, Oregon 


IDAHO WHITE PINE - 

INCENSE CEDAR > 

LARCH «+ ENGELMANN SPRUCE 
~~ 


pe | 


PONDEROSA PINE + 
DOUGLAS FIR 


SUGAR PINE «+ 
* RED CEDAR + 


For solid lumber in rigid, strong sheet form—specify 


SHEET-BOARD 


WPA Sheet-Board consists of standard sheathing boards, !aid side by 
side, sandwiched and glue-bonded together by heat and pressure between 
two sheets of tough kraft paper. Available in easy-to-handle panels of 2'x8’ 
or 2’x16’, with thicknesses of 25/32” or 11/16”. Requires no special storage 
precautions under normal exposure conditions. Recognized sheathing 
product for use in any construction insured through FHA. 


Western Pine Association mills produce highest quality 
SHEATHING AND SHEET-BOARD - FRAMING - DECKING - SIDING - PANELING + FINISH - MILLWORK » MOULDINGS 
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Headlines at Presstime 





Northwestern Rejoins NRLDA 


WASHINGTON—Northwestern Lum- 
bermen’s Assn., representing dealers 
in Minnesota, North Dakota, Iowa and 
South Dakota, has rejoined the Na- 
tional Retail Lumber Dealers Assn. 

NRLDA approached Northwestern 
last spring on rejoining and directors 
of both the Iowa and Northwestern As- 
sociations approved the move, which 
became official at the meeting of the 
board of directors of NRLDA in May. 

In announcing their decision to re- 
join, a joint statement of the presidents 
of the Northwestern and Iowa associ- 
ations reviewed the services currently 
offered by NRLDA and concluded 
that “only through cooperative efforts 
of aggressive association activities can 
the individual dealer be assured that 
his best interests are protected in the 
complexities and problems confronting 
the industry. 

“When it was found that the activi- 
ties of the National are now confined 
to those things that we have always 
advocated, that the National now has a 
permanent marketing committee and 
other factors—our affiliation with the 
National will be worth the time and 
money spent in the interests of our 
members. 

“We have felt for some time that 
some of the services of the National 
were of no benefit to our ‘grass root’ 
dealers, but now we have been shown 
that the National's activities will be of 
great benefit to our dealers.” 





OFFICIAL WELCOME to membership in 
NRLDA is extended by Winfield (Windy) 
B. Oldham, right, president, to Dean 
Erlandson, president, Northwestern Lum- 
bermen's Association. Looking on are H. 
R. (Cotton) Northup, NRLDA executive 
vice president and Charles Gilliam, a di- 
rector of NLA. 
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Midwest is Out 


Failure to maintain the dues struc- 
ture of NRLDA is one of the reasons 
for Midwest Lumber Dealers Assn. 
dropping out. According to executive 
Edwin W. Elmer, Midwest started 
losing quite a few of their old in- 
dependent yard members. One rea- 
son, said Elmer, is the heavier mem- 
bership dues because of the $18 per 
member assessment contributed to the 
National. Consequently, members of 


the Midwest were offered the option of 
belonging to the Midwest and not the 
National at a savings of $18 per mem- 
ber. 

Last year, only 37% of the Mid- 
west membership retained their affili- 
ation with the National. This year a 
Midwest membership drive by mail 
netted 53 members, but only 11% were 
interested in paying a membership fee 
to NRLDA. 

While NRLDA officially announced 
the resignation of the Midwest, Elmer 
said his association did not resign. 
Rather, the National declined to go 
along with their proposal for a new 
dues structure. 





A CEILING created with J-M’s new Me- 
dallion pattern costs homemaker about 
$30 for an average room. Johns-Man- 
ville’s colorful new ceiling and floor line 
puts custom elegance within reach of 
everyday budgets. 












































ne ote Blea f 
NEW BAMBOO TRELLIS panel pattern 
for ceiling and wall is bold in design; 
retails around $39 for an average 
10’x14’ room. A companion Bamboo 
Leaves floor tile achieves complete 
room harmony, costs about $33. 


J-M Adopts High Style Ceiling Tiles and 
Coordinates Ceiling-Floor Design 


New York City—The “inte- 
grated room” has a single design 
(such as bamboo) across the ceiling, 
down the walls and on the floor to 
create total harmony. That is_ the 
principle of designer Michael Greer’s 
coordinated acoustical ceiling tiles 
and floor tiles, now available from 
Johns-Manville. 

Two examples are pictured above. 
Other high-style, decorative patterns 
include Floral Tracery and Architec- 
tural. 

In announcing the integrated con- 
cept for interiors, J-M advertising 
manager Reginald L. Johnson said: 
“Our action was motivated by the 
fact that the public is increasingly de- 


sign and style conscious; especially 
Mrs. Homemaker, who plays such a 
large part in the final purchasing de- 
cision. 

“We felt the time has come to 
make the ceiling as decorative a part 
of the home as the walls, draperies 
and other furnishings.” 

J-M is using full-page ads in na- 
tional magazines to promote its new 
coordinated ceiling and floor line. The 
ads are based on the theme, “Imagina- 
tion Hits the Ceiling” and “The First 
Ceiling and Floor Designed for Each 
Other.” 

A report on dealer displays for the 
new line is in the New Sales Aid 
section, this issue. 
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National Plan's Shell Homes 
Bring Volume of Dealer Inquiries 


Cuicaco—About 300 dealers have 
already inquired about the new Na- 
tional Plan Service shell home de- 
signs, and the project has barely got- 
ten underway,” said George Messner, 
sales manager for National. “We’ve 
sold over 20 of the basic promotion 
packages already,” he added. 

The 12 new shell designs were 
drawn up cooperatively by National 
Plan Service and Lumber Dealer’s Re- 
search Council. The houses range in 
size from 576 sq. ft to 1276 sq. ft. 
They have from one to four bedrooms. 
One of the houses is designed for ex- 
pansion, to accommodate an add-on 
fourth bedroom. 

All the plans are designed for Lu- 
Re-Co construction, though they may 
also be built by conventional methods. 

The shells do not meet FHA or VA 
approval for government-backed loans. 
“Like most shells on the market, the 
new National designs were made to 
serve low-cost housing needs, pri- 
marily in rural areas,” said Messner. 
Since Universal C.I.T. Credit Corp. 
and Allied Building Credits are now 


offering financing plans for shell 
homes, National recommends that 
dealers contact these credit sources 
for money. 

Of the 12 plans in National's pack- 
age, the dealer selects five of the de- 
signs he wants to promote in his mar- 
ket area. For a charge of $67.50, 
National will send 100 promotion 
sheets for each of the five selected 
plans, showing front elevation and 
floor plans. There is room for the 
dealer’s imprint or other data about 
the houses. 

For estimating purposes, the starter 
kit also contains a single set of blue- 
prints for each of the five selected 
plans, five materials lists, five news- 
paper advertising mats, and a master 
book showing all 12 shell designs, 
with a materials list for each. Nation- 
al will also imprint the 500 promo- 
tion sheets in the starter kit for an 
additional $10 charge. 

Dealers can order promotion kits 
for any of the remaining seven shell 
designs for $12 per set, after purchase 
of the $67.50 starter package. Addi- 


tional promotion sheets for any of 
the 12 shells are also available in 
quantity. 

While the basic package from Na- 
tional includes one set of blueprints 
for each of the designs selected, con- 
struction blueprints and materials lists 
are priced as follows: 

One set 

Two sets 

Each additional set, if or- 

dered at the same time for 

the same design 9.00 

Materials lists 3.00 

Companies which regularly are 
quantity buyers of National plan books 
or other items sold by National re- 
ceive a 3343% discount on blueprints 
and materials lists. 

Materials lists for the 12 plans spe- 
cify only the amounts and types of 
materials necessary for completion. 
Specific materials and grades are 
selected by the dealer from inventory. 


$18.00 
36.00 


Foam-Panel Body for Trucks 

DEKALB, ILL.—DeKalb Commer- 
cial Body Corp. has developed a truck 
body constructed entirely of polysty- 
rene foam and aluminum. Reinforced 
plastic is used as structural members 
and thermal breakers in the sand- 
wich panels. 








EXTERIOR AND INTERIOR PHOTOS show the two flexible model rooms in the showroom windows of the Rosenthal Building Service 


Center, Crystal Lake, Ill. 


Room Displays Promote Remodeling 


CrysTAL LAKE, ILL.—Flexible mod- 
el rooms as one method of promoting 
home improvement sales were used re- 
cently by Rosenthal’s Building Service 
Center. 

The two rooms, a study-den and a 
“rec” room, were first set up in Rosen- 
thal’s showroom windows for two 
months. Spotlighted, they made a 
dramatic night-time display as well as 
an effective daytime exhibit of the 
end-use remodeling package. 

Paneling, floor and ceiling tile, 
millwork and specialty items are fea- 
tured in the two rooms, which are 


among 15 model room plans avail- 
able for dealer showroom use de- 
signed by James N. Lindenberger, 
architectural consultant to Building 
Materials Merchandiser, in coopera- 
tion with U. S. Plywood Corp. 

The two model rooms shown above 
comprise a traveling exhibit promoted 
by several progressive dealers. 

After featuring the two flexible 
model rooms in their showroom for 
60 days, Rosenthal’s set them up as 
their exhibit booth at the local home 
show in the high school field house, 
where they were viewed by 10,000 
people one weekend. 
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CROWDS VIEWED model rooms in Rosen- 
thal’s booth at annual local home show. 
Clayton R. Brandes, retail manager for 


Rosenthal's, believes flexible model 
rooms have definite advantage over the 
old cutaway sections utilizing permanent 
studding. 
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HINES REMOD 





ECONOMICAL WAYS TO GLAMORIZE ANY ROOM 
Stribord at left, Weavbord above the stairs, Diamond Shobord 
supporting the shelves, Shadobord on the far wall and cabinet 
doors, die-perforated Shadobox in the screen—some typical 
remodeling applications that take advantage of the fascinat- 
ing textures of Hines Decorative Hardbords. 


May 22, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








ELING HINT... 


EMBOSSED WICKERBORD EMBOSSED STRIBORD 


EMBOSSED nna nti DIAMOND necadead 


PERFORATED 
STARPOINT 


Edward Hines | 
Sawmills at Hines, Westfir 

Dee and Bates, Oreg 
Other plants: Plywood, Westfir 
Hardbord, Dee; Millwork, Baker 
and Hines, Oregor 
Engineering and 
Development Divisior 
Hood River, Oregor 


HINES 
DECORATIVE 
HARDBORDS 


For exciting new surfaces at low cost! 


Imaginative new production methods give you these 

Hines Hardbords with uniquely decorative surfaces. They’re 
perfect for many remodeling jobs where paneling is needed. 
Yet they cost little more than ordinary hardboard. 


The embossed panels—Wickerbord, Shadobord, Louverbord, 
Weavbord and Stribord—achieve dramatic light-and-shadow 
effects unobtainable with any other material. And, because 
the panels are embossed in a hydraulic hot press rather 
than machined, the patterned surfaces are fully formed and 
take paint beautifully without sanding or filling. 


New Starpoint and Shadobox panels, decoratively 
die perforated, are other examples of the Hines approach 
to design distinction in Hardbord. 


Folder for Your Sales Kit Helps You Sell 
All the Hines Decorative Hardbords shown in appealing 
full color. Send for it today. 


Edward Hines Lumber Co. Dept. 6132 
200 South Michigan Avenue, Chicago 4, Illinois 


Please send me free Hines Decorative Hardbord Color Folder and free samples of Hines 


Decorative Hardbords 


i in ae ee Oe 
Clip this coupon, write your name, attach to your letterhead and send to above address 
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Armstrong CEILINGS 





ee a eee 


“ceiling 
installation 
Se Ket 


} Mr. Jack Kurtz, owner and manager of the Charleston Ply- the market but just couldn’t believe that they could be sold at 
® wood and Lumber Company, Charleston, South Carolina, the prices outlined on Armstrong’s suggested retail price list. I 
says, “I had always felt that Armstrong ceilings were the best on should have known that quality always sells—regardless of price. 


2 “We get fast fill-ins from our wholesaler’s warehouse. 3 “Armstrong’s national advertising on TV has definitely 
. 


This keeps our inventories—as well as the amount of = sold ceilings for us. And they tie in their displays and 
money we invest—at a minimum. That's the advantage of hav- promotional ideas with this advertising. As a matter of fact, 
ing distributors who stock all of the Armstrong ceilings. we ve decided to do some local TV advertising of our own. 
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Take a dealer’s word for it... 


‘Armstrong promotions 
helped us increase our 
ceilings business 700% 


in just one year” 


MoM Jack Kurtz, owner and manager of the Charles- 
installation he nveed er Keuasives Comneney 4 a 
: vinced that Armstrong’s promotions and national ad- 
vertising have helped make his ceilings business one 

of the most profitable in the state. 

He is selling more than seven times as many ceilings 
as he was a year ago. During a recent eight-month 
period, Charleston Plywood and Lumber sold over 
125,000 square feet of Armstrong ceilings. A whop- 
ping 84% of it was in high-margin Cushiontone and 
Decorator items. 

This indicates the great trend toward “do-it-your- 
self” instailation. Mr. Kurtz has not ignored it. He 
realizes that every home owner is a potential cus- 
tomer. He has even gone to the expense of building 
a separate display room to attract the “walk-in” trade. 
You can see it in the photograph on the left. 

Armstrong's “Weekend Wonder” promotion, as well 
as the famous 4’ x 12’ ceilings display, was a big fac- 
tor in this dealer's recent success. Mr. Kurtz has this 
to say: “People saw the patterns on our 4’ x 12’ dis- 

| play, liked them, and were satisfied that they were 
getting good quality when they saw the Armstrong 
name. 

“They bought the product, and we were sold on the 
Armstrong approach to selling ceilings. That is why 
we stock all of the Armstrong patterns.” 

Become part of this profitable new business your- 
self. Call your Armstrong wholesaler. Or write to 
Armstrong Cork Company, 4205 Rieker Avenue, 
Lancaster, Pennsylvania. 





(Aymstrong CEILINGS 


4 “Armstrong’s 4’ x 12’ ceilings display, showing the whole 
« line, really attracts the customers. Do-it-yourselfers 
know quality when they see it. And they are more than willing 
to pay the price to get a well-designed, quality product.” 


May 22, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 18 on Handy Cover Card 








Now ... from the house of Qualitybilt... comes a 
spectacular new window line... TRIUMPH! Never before 
has a window offered so many advantages as the 
TRIUMPH. /?t’s inexpensive ... actually is priced to 
undersell removable and most other weatherstripped 
double-hung windows. /t's convenient... top sash swings 
out for easy cleaning from the inside; bottom sash 

opens like a double-hung. /t’s sensibly made... fully 
weatherstripped, with the screen an integral part of the 
unit and top sash locks included. /t’s versatile... 
available in single glazing, double glazing, or insulating 
glass. Removable inserts can be added for variety. The 
wide range of sizes provide complete design freedom. 

It's all Qualitybilt . .. precision-made throughout to famous 
Qualitybilt standards of excellence. Get the complete 
details NOW! 











FARLEY & LOETSCHER MFG. Co. 


DUBUQUE, IOWA 
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BRUCE 
Fireside 
Plank’ 


Random floor with 
dramatic dark finish 


Look what Bruce has done to strip 
oak .. . combined a glamour finish 
and random widths to produce a 
floor with remarkable decorative 
effect at little expense. The dra- 
matic Midnight color is definitely 
modern. Alternating 2144” and 
314” widths create an interesting 
plank effect. Fireside Plank costs 
little more than regular strip floor- 
ing, and its factory finish saves the 
time and expense of on-the-job 
sanding and finishing. Laid like 
regular strip, this distinctive floor- 
ing gives your homes far more 
built-in value and buyer appeal. 
Write for color booklet. You'll 
find our catalog in Sweet’s Files. 


E. L. BRUCE CoO., 
MEMPHIS 1, TENN. 


World's largest manufacturer 
of hardwood flooring 


Q feature floor for specia ; rooms 
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Fashion Tints Line Announced 

A new Fashion Tints line is ideal for 
use by the dealer requiring a limited 
paint inventory. It’s available for an in- 
vestment as low as $400. 

Six interior and exterior paints are 
merchandised from the counter card and 
two color cards shown above. Colors 
are made by adding Tone-All tinting 
colors, shown above, to Fashion Tints 
bases from Color-Quick pumps. Fashion 
Tints base colors, however, are ready-to- 
use from shelf. Co-op advertising allow- 
ances available. O’Brien Corp. 

C'rcle No. 202 on Handy Cover Card 
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Safe-X-Scape Ladder Introduced 

Safe-X-Scape aluminum ladder attach- 
es to any exterior surface of a house, 
next to a bedroom window. When closed, 
it measures 2” x 2%” and resembles a 
drainpipe. Slight pressure on a tripping 
lever which can be operated only at 2nd 
or 3rd-story level opens rungs for a 
quick descent to street. 

The “disappearing” escape ladder safe- 
ly carries a load of 2,000 pounds. Sug- 
gested retail price of Safe-X-Scape for 
a two-story house is about $75. Win- 
Chek Industries. 
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¥,” Drill with Power Built In 


Black & Decker’s new Cordless Elec- 
tric Drill lets you drill holes miles from 
any power source, on farmland, in a 
boat, at a vacation cabin or up on a 
ladder. 

The %4” drill is the first to use self- 
contained power. It is powered by nickel- 
cadmium batteries located in the pistol- 
grip handle. Weighs only four pounds 
and will be available this fall. 

Power cell charging is handled by 
another B&D unit which is plugged into 
rear of tool and then into a conventional 
electrical outlet. In continuous drilling, 
the Cordless can drill 30,000 %” holes 
in %4” fir before its power cells have to 
be changed. The new drill will retail for 
about $50. The Black & Decker Mfg. Co. 
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For more facts, 
use handy back 


Tri-Roller Drawer Slide 


Newly developed Tri-Roller Drawer 
Slide has a plastic rear mounting brac- 
ket that can be nailed or stapled into 
place from outside back of cabinet or 
nailed, stapled, or scr e wed into place 
from inside the cabinet. 

Slide is available in 18”, 22”, 22%” 
and 24” lengths in individual sets com- 
plete with screws, 10 sets per case or 
in Cabinetmaker Pack, 50 sets bulk in 
shipping case. Retails for $1 per set in 
Cabinetmaker Pack; $1.12 in individual 
pack. Amerock Corp. 

Circle No. 204 on Handy Cover Card 


(For more new products, see page 38) 
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YOU CAN “PUT THE BITE” ON 











If you tested Southern fasteners 
for quality by using the old-time 
“bite” method, they'd pass the 
test without.a doubt. Southern 
fasteners will stand any test 

for quatity because they are 
made by USA specialists 

using USA materials. 


You-can “put the bite” on Southern 





for service, too. Contact your 
Southern distributor today, or 
write, wire or phone Southern 
Screw Company, P. 0. Box 1360, 
Statesville, North Carolina. 
Phone TRiangle 3-7213 





Wood Screws @ Stove Bolts @ Tapping 
Screws @ Drive Screws @ Machine 
Screws and Nuts e Carriage Bolts 


= —_ 


Bij 


Tip? 


. 
r A SCREW COMPANY 
> ) | 


Warehouses: New York @ Chicago 
Dallas @ Los Angeles 
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Hardware Store Business 


NEW PRODUCT PARADE 


(begins on page 36) 


Electric Trimmer 
Self-feeding, self-sharp- 
ening cutter bar of the new 
Fastcut garden tool is 124%” 
long and made of spring 
loaded tool steel. It cuts at 
2,360 strokes per minute and 
has a shock-proof five-posi- 
tion handle. Weighs only five 
pounds. Extension handle is 
available for converting the 
trimmer into lawn edging 
tool. American Power Tool 
Co. 
Circle No. 205 on Handy Cover Card 


Saw Sharpener 

Jointing, gumming, shar- 
pening and setting can be 
done on this new portable 
EZ-Sharp saw sharpener. It 
operates on electric power, 
will handle circular saw 
blades from 4” to 24” in 
diameter, including carbide 
tipped saws. A cam-operated 
tooth-setter attachment also 
is available for the EZ-Sharp. 
Easysharp Corp. 


Cylindrical Locksets 
New Cylindrical Lock- 
sets for both residential and 
commercial use are avail- 
able in all standard hard- 
ware finishes. The Darrin 
Line shown in photograph 
above has a contemporary 
Tulip Knob design, while 
the traditional Round Knob 
is available in the Classic 
Line. For a free catalog, 
write maker. National Hard- 
ware Company. 
Circle No. 206 on Handy Cover Card 


Circle No. 209 on Handy Cover Card 


Dries in 30 Minutes 
New Jet-Dri heavy-duty 
floor and concrete paint 
dries hard in 30 minutes, 
says maker. It places an 
abrasion resistant coating 
on wood, concrete, lino- 
leum, tile, composition and 
metal surfaces. Retails at 
$6.95 per gallon, $2.45 per 
quart. Available in tile red, 
tile green, light deck gray 
and slate gray. Consolidated 
Chemical & Paint Mfg. 
Circle No. 211 on Handy Cover Card 
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Metal-Backed R-Bond 


Schlegel R-Bond Woven 
Pile weatherstripping now is 
available in an aluminum 
reinforced style. The metal- 
backed R-Bond measures 
.270” in width. It is rigid 
enough to assure rapid as- 
sembly into doors and wind- 
ows. Metal-backed R-Bond is 
available in a variety of cut 
lengths. Literature is availa- 
ble. Schlegel Manufactur- 
ing Co. 

Circle No. 212 on Handy Cover Card 


For more facts, 


use handy back 


cover coupon. 


Poly Lumber Wrap 


New Crown Poly lumber 
wrap combines the strengths 
of heavy-duty paper and 
polyethylene. The poly coat- 
ing is heat-sealable. Crown 
Poly packaged materials are 
kept factory-fresh in open 
storage at yard or job site, 
says maker. The inexpensive 
wrapper is easily re-closed 
even when one piece of 
lumber is removed. Crown 
Zellerbach Corp. 

Circle No. 207 on Handy Cover Card 


Adds Extra Blades 


Red Devil has added six 
extra blades to its individual- 
ly-carded RS22 Razor Blade 
scraper offering. A  push- 
pull type scraper, the RS- 
22 cleans stickers, paint, 
dirt, bugs and ice from 
windshields, windows, por- 
celain and tile. Pre-priced 
and packaged six to a box. 
Also available without the 
extra blades. Red Devil 
Tools. 

Circle No. 208 on Handy Cover Card 


Instant Reassembly 


New Model 102 Subur- 
ban steel picnic table frame 
has runner base, telescoping 
seat brackets and K-Brace 
for instant KD and reas- 
sembly. Designed for 6’ or 
8’ tables. Ideal item for 
sale to do-it-yourselfers 
along with lumber. Or, deal- 
er may make table and sell 
it as complete unit. Heyer 
Mfg. & Sales Co. 


Circle No. 210 on Handy Cover Card 


Cellini Copper 

A sparkling new hard- 
ware color, called Cellini 
Copper, is ideal for natural 
wood cabinets or cabinets 
with painted surfaces or for 
remodeled kitchens, furni- 
ture or built-ins. For a new 
display showing most of 
Washington’s cabinet hard- 
ware items in this rich new 
finish, write to maker for 
full information. Washington 
Steel Products. 
Circle No. 213 on Handy Cover Card 


Colorful Mailbox 


Called the Town & Coun- 
try, a new mailbox has an 
acrylic finish, baked on over 
heavy-duty, zinc-coated steel. 
It’s available in five different 
colors to match or blend 
with the exterior color 
scheme of any home. Mail- 
box retails for $12.95; an 
accessory mounting kit re- 
tailing at $4.95 also is avail- 
able. Southern Fabricators. 
Circle No. 214 on Handy Cover Card 


(continued on page 40) 
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abinets Azure -Gloss, English Oak. Counter tops Blue Fleece. Interior Ving Smith, 
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BEAUTIFUL MARLITE PANELING 


... for modern wash-and-wear walls in any room 


From the basement recreation room to dent-resistant surface. A once-over-light- 
the attic bedroom, Marlite provides soil- ly with a damp cloth keeps Marlite bright 
proof walls that need no painting o1 and new-looking for years. And Mar- 
further protection speed moderniza- lite’s ease of installation over old or new 
tion and new construction. walls saves time and work, assures a bet- 


Unlike many “finished” wall panels that ter finished job. 


dull with age and damage through use, Get complete details from Sweet’s File, 
Marlite’s soilproof baked melamine fin- Building Supply News Directory, or write 
ish shrugs off grease, stains, mars—even Marlite Division of Masonite Corpora- 


heat! Dirt just can’t penetrate its hard, tion, Dover, Ohio. 


Marlite 


Fast hiaitlialion: VY,” thick tongued and grooved pla stic-finish ed pa neling 


Random Planks are 16” by 8 ... go up with 
simple clips over furring strips or existing walls. ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


MARLITE BRANCH OFFICES AND WAREHOUSES 204 Permalume Place N. W., Atlant 


Dallas 35, Texas « 1657 Powell Street, Emeryville, California (Oakland) « 3050 Le 





New 61%'' Power Saw... 


Heavy duty model for ease of use and 
maximum safety. Tamperproof safety 
clutch, torque resistance preset at fac- 
tory; 100% ball and needle bearings. 
Die-cast aluminum housings, oversize 
steel base plates and ripping guides. 
Cuts 2-1/16” to 1/16” at 90°. Cutting 
line always visible. Hand controls 
grouped for convenience. Measures 
11%” long x 9-1/16"" wide x 7%” 
high. Weighs 12 pounds. Powered by 
115V AC-DC “American Process” 
motor. In writing, mention Model 6-00 
6%"’ APT power saw. 

AMERICAN POWER TOOL CO. 


DIVISION OF AMERICAN-LINCOLN CORPORATION 
1903 
OHIO 


ESTABLISHED 


TOLEDO 3, 


POWERFUL NEW 4” BELT SANDER 


Sands 
over 24 sq. in. per pass. High impact 
shockproof handle with comfortable 


Fast, accurate, dependable. 


built-in grip. Exceptional handling 
ease in any position. Noiseless timing 
belt drive. Patented 1-2-3 belt release 
mechanism. Exclusive travel lock auto- 
matically positions belt—prevents cut- 
ting damage to machine frame. Uni- 
versal 115V AC-DC motor. Weighs 
13% pounds. Measures 6%" x 13” 
x 7’. For rough or finish sanding by 
professional or do-it-yourselfer. Comes 
in. self-merchandising display. New 
dustless sanding attachment also avail- 
able. Ask for information on Model 
11-25 APT belt sander. 

AMERICAN POWER TOOL Co. 
DIVISION OF AMERICAN-LINCOLN CORPORATION 

'eos 

OHIO 


ESTABLISHED 
TOLEDO 3, 


Circle No. 23 on Handy Cover Card 





Hardware. Store Business 


NEW PRODUCT PARADE 
(begins on page 36) 





Develops a Dock Bumper Strip 


A bright yellow dock bumper strip of 
flexible polyethylene foam may be fas- 
tened to dock side by 1” wooden strips. 
The strip is made of Ethafoam and is 
bell shaped in cross section. 

It demonstrates good abrasion and 
gasoline and oil resistance. It is recom- 
mended for docks that accommodate 
boats up to 17’ in length. The strip, 242” 
x 5” x 8’, is mounted sideways to the 
dock so that smaller end of the bell- 
shape faces outward for maximum shock 
absorption. Dow Chemical Co. 

Circle No. 215 on Handy Cover Card 


Budget-Price Sabre-Jig Saw 


A new sabre-jig saw especially de- 
signed for the home handyman works 
in plywood, plastic and metal. It has 
features of rip, crosscut, band, keyhole, 
hack, jig and scroll saws. Starts its own 
hole for clean pocket or keyhole cuts. 

The saw has a built-in chip blower 
to keep the cutting line clear; a heel 
rest; cool grip-handle. Blade is pitched 
to cut on the upstroke. Saw is priced 
at $29.95; with metal case at $32.95. 
Made by Cummins Portable Tool Div., 
John Oster Mfg. Co. 

Circle No. 216 on Handy Cover Card 











Crafts-Hobby Kit for Handymen 


A 10-piece kit of tools enables do-it- 
yourselfers to solder a wide range of 
metals, including: aluminum, brass, 
stainless steel, silver solder, copper, tin 
and sheet metal. The torch kit, pictured 
above, retails for $11.95. It includes a 
how-to booklet suggesting many unus- 
ual home craft projects. 

A Home Plumbing-Soldering Kit and 
a Paint-Putty Removal Kit also are avail- 
able. All three torch kits are packaged 
in heavy-gauged, enameled steel tool box- 
es. Otto Bernz Co. 

Circle No. 217 on Handy Cover Card 





Purse Size Remote Control 


An all-new door operator remote con- 
trol so compact it may be carried in a 
coat pocket or transferred to the fam- 
ily second car is announced. 

Called Port-A-Matic, the compact 5” 
x 2” x 1” transmitter is designed for 
use with the maker’s door operator and 
receiver. The combination will open or 
close any overhead type door from size 
8’ x 7’ to 16’ x 7’, says maker. Port-A- 
Matic is equipped with mercury batteries. 
Literature is available. Sedcon, sub. of 
Frantz Mfg. Co. 

Circle No. 218 on Handy Cover Card 


(continued on page 42) 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 
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"Catenin 
MAGA sie 


LUMBER... 4m 


WITH QUALITY 
IN THE TREE 


Reheat, Re Wi at ae oe 


Pickering’s saw logs come from the west slope of the 
Sierra’ Nevada mountains, up 4,000 to 6,000 feet, 
where the finest and largest stands of timber reach 
their best development. Due to favorable growing con- 
ditions this high-altitude timber is of exceptional 

quality and because of its inaccessibility it has been 
dificult to harvest and has remained a virgin forest 
of the highest quality. 


Starting with fine natural quality in the tree, Pickering 
maintains this -quality throughout its operations — 
sawing, milling, drying, grading, shipping. Pickering’s 
mills are modern, its crews well-trained, its manage- 
menz experienced. 


Result: When you specify Pickering’s “GOLD 
MEDAL” lumber, you get the finest quality. 


Please contact your local distributor who features 
“Gold Medal” products—or drop us a line at Stand- 
ard, California and let us put him in touch with you. 


In 1960 we started production of ““GOLD 
PLY” PLYWOOD — another quality product 
—supplementing our present trio of ‘Gold 

- Medal’’ products — Sugar Pine, Ponderosa 
Pine and White Fir lumber. 


At lefe: Giant Pickering Sugar 
Pine tree—234 feet tall, taller 
than a 15-story office building. 
Believed to be the largest 
standing Sugar Pine in the 
world. Over 500 years old, 
10'9” in diameter breast high. 


Write today for a copy of 
Pickering’s color brochure, “Timber.” 


a a 


PICKERING LUMBER CORPORATION 


13 ~. *- Standard, California 


; 


: 
| " . . (near Sonora, Calif.) 
Rt i ‘ $ : : Lor. s 
. . . sae I Mie: eet side Lbs, Car Bly. 
: a ae “ Telephones: Senora 


—* 
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Hardware Store Business 


NEW PRODUCT PARADE 


(begins on page 36) 


Revere Design Added 


Harloc Products has 
just added the Revere, a 
new design, to its Pacemak- 
er line of preassembled door 
hardware. Revere is made in 
three types of sets: Series 
700 locksets for entrance 
doors; Series 100 for interi- 
or passage doors; Series 200 
push-b utton-in-k nob for 
bath, bedroom and patio 
doors. Display is available. 
Harloc Products Corp. 
Circle No. 219 on Handy Cover Card 


Do-it-Yourself Metal 


Eraydo zinc alloy sheet 
in small quantities for do-it- 
yourselfers is protected from 
finger marks and stains in 
a clear, transparent tube of 
Tenite butyrate plastic. Met- 
al is ideal for use as drawer 
linings, lawn edging, roof 
repairs, model making. Bu- 
tyrate tubes contain 12” x 
30”, 60” and 120” rolls of 
the metal. Illinois Zinc. 
Circle No. 225 on Handy Cover Card 
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Floor Screws 


Helyx floor screws are 
made from square steel wire; 
twisted to — a_heli- 
cal thread. They pierce hard- 
wood easily; drive like a 
nail, turn and grip like a 
screw. They also may be 
used in automatic nailers. 
Standard diamond point or 
chisel point may be ordered. 
Coated, lacquered or plated 
finishes are available. Hill- 
wood Mfg. Co. 

Circle No. 220 on Handy Cover Card 


Redwood Finishes 


A new polyurethane red- 
wood finishing system con- 
sists of a redwood stain and 
a clear gloss top coating. 
Both finishes will disguise 
even the most blatant dis- 
colorations on the surface, 
it is said. Maker recom- 
mends use of both finishes 
on exterior surfaces for long- 
er service. Available in 
quarts and gallons. Sapolin 
Paints, Inc 
Circie No. 223 on Handy Cover Card 


Grass Hook 

A new Green Thumb grass 
hook with forged blade and 
shank offset for ease in trim- 
ming is one of three patterns 
now offered by maker. Also 
available is a grass hook with 
beaded blade, square forged 
steel shank. A new pattern 
with carbon steel blade and 
offset shank is offered in 
Yard ’n’ Garden line. Union 
Fork & Hoe Co. 
Circle No. 226 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 


Dual-Purpose Ladder 


Norseman ladder folds in- 
to 2’ sections with each 
section supported by steel 
dual hinges which lock in- 
to position by steel pins. 
It converts from folded posi- 
tion of 10”x14”x25” shown 
above into a straight ladder, 
stepladder, scaffolding posi- 
tion or multiple combina- 
tions. A 4-unit starter sec- 
tion retails at $39.95. Norse- 
man, Inc. 

Circle No. 221 on Handy Cover Card 


Sash Cord 


New Polypropylene Sash 
Cord now is available in 
multi-filament, solid braid- 
ed construction. It is said 
to be more than twice as 
strong as the best cotton 
sash cord. It will not ab- 
sorb moisture and it’s highly 
resistant to both weather 
and abrasion. Available in 
50’ and 100’ hanks and in 
1,000’ coils. King Cotton 
Cordage. 

Circle No. 224 on Handy Cover Card 


Plywood Clips 


New, large aluminum 
clips are especially designed 
to support edges of plywood 
in roof and wall sheathing. 
The clips meet FHA speci- 
fications. They are available 
in sizes to fit %”, ’%” and 
%&” thick board. The size 
and ductility of the alumi- 
num clips simplifies installa- 
tion and reduces cost, maker 
states. Rogers Industries, Inc. 
Circle No. 227 on Handy Cover Card 
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Wide Throw Hinges 


Two new swing clear 
hinges require no special 
jamb preparation. Full mor- 
tise 5” hinge shown above 
is intended for use on hol- 
low metal or wood doors 
hung in pressed steel jambs; 
a half-surface 5” hinge is 
for use with Kalamein or 
wood doors. Both hinges 
are designed for a 134”-thick 
door with 1 15/16” rabbet 
on frame. McKinney Mfg. 
Circle No. 222 on Handy Cover Card 


Chain Door Lock 


Gold-plated C h a i n-Dor- 
Loc unlocks or locks with 
a key from the outside. From 
the inside, it’s used like any 
other chain guard. Installs 
easily, all you need is a 
screwdriver. Retails at $3.98. 
Available in a twin pack; 
same key opens both locks. 
Chain is hardened and can- 
not be cut through. Security 
Storm Lock & Hardware. 
Circle No. 228 on Handy Cover Card 
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reparation time .-- 
pote time... cleanup co t 
on everthing ome with ip om Save Preparation tim 
‘tin .. wi : ete ee 
MscoTcH’ BRAND Masking | } painting time . :- Cleanup time ~——>? Save preparation time... 
Products. Tape and — ; a painting time . . . cleanup time 
aprons beep ape : ae bs nd wi ; around tile, baseboards, or 
; +4: jobs go faster, \ windows with “SCOTCH”’ 
drippings heap pene easier to ee | #prons ap eS BRAND Masking Products. | 
eco finish everything's easier oa need right i bie: Job in place the § Tape and protective aprons 
BRAND Masking Products. posi you the i : hs — are kept off critical areas dead; Spatter ang Paint spatter and drippings off critical areas, jobs 
now . .. ask your regular “ener you do it. ' Peon and inspections easier - Cadlines are easier et, deadlines are easier to meet, and inspections 
products and the system that wi . in Pramas easier with "sco i From start to # to pass. From start to finish everything's easier 
Biot Ucts. Ask your regular suppii BRAND Mask. ( "SCOTCH" BRAND Masking Products. Start sav- 
Ucts and system that will sa Pp '€r to Show you the jigme and money right now . . . ask your regular 
ve your time and Money, Splier to show you the products and the system that 
help you do it. 
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ough. Work 80€s faster Paint 
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WHERE SESEARCH FE THE REY TO Temensow 


Colorful, hard-sell advertisements like these are now appearing 
in leading trade magazines. They’re effectively telling your best 
customers and prospects about the performance and quality of 
“SCOTCH” BRAND Masking Products. 


You can take full advantage of these sales messages by prominently 
displaying “SCOTCH” BRAND Masking Products and promoting 
them aggressively. For Free literature and display ideas, contact 
your 3M Representative. 


“SCOTCH” BRAND MASKING PRODUCTS ARE ADVERTISED IN AMERICAN 
PAINTER AND DECORATOR, WESTERN PAINT REVIEW AND SPOTLIGHTS 


**SCOTCH’* IS A REGISTERED TRADEMARK OF 3M CO 


Minnesota (finine ano )ffamuracturine company 


oe WHERE RESEARCH IS THE KEY TO TOMORROW 
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THE mee ed f Uy app ea/ 


RIMCO “SLIDE” 
WOOD WINDOW UNITS 


You have more than eye appeal 





selling for you when you handle 
Rimco “Slide” Wood Window Units 
... you have many other built-in 
consumer benefits that help make the 
sale. Take “removability” for instance: 
Rimco “Slide” sash slip in and out 
easily for cleaning and painting — 
as well as 100% ventilation when 
Mr. Homeowner wants it. Yet, the 
compression-held head track guides 
both sash at “just right” tension over 
an anodized aluminum sill track for 














easy, smooth and quiet operation. 
Chrome plated finger pulls and sash 
locks complement the natural beauty 
and warmth of wood 


And the homeowner doesn’t sacrifice 
weather protection for convenience 
because Rimco has engineered these 
Window Units with properly placed 
anodized aluminum weatherstripping 
to stop the most severe weather. 


Like all Rimco Wood Window Units, 
the Rimco “Slide” is protected with 
deep-penetrating Woodlife preservative 
applied by the Dri-Vac controlled 
process. 


Yes, with Rimco “‘Slide,”” you have 
more than eye appeal. you have 
BUY APPEAL! 


See your Jobber for information on Display Models and 
other Rimco merchandising aids or write Department "'C.” A 


ROCK ISLAND MILLWORK COMPANY 
FACTORY DIVISION, P. O. BOX 97 
Rock Island, Illinois 











(SEE OUR CATALOG IN SWEET'S FILE) 


DESIGNED AND ENGINEERED BY ROCK ISLAND MILLWORK COMPANY ©» HELPING BUILD AMERICA FOR OVER 90 YEARS 
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JUST SEE ALL 
THE DOORS 


BERRY IS 
OPENING 








THE NEW BERKY AUTOMATIC 
INSTALLS IN 30 MINUTES $22 
ONLY GARAGE DOOR OPENER 
GUARANTEED FOR © WEARS wn opens 


closes garage door, lights up garage from inside your car. {J Transistor-operated 
with portable pocket transmitter. §§ Completely pre-assembled, the Berry Auto- 
matic with pre-tuned electronic controls installs in just 30 minutes. Other door 
openers require from two to four hours for installation. J Servicing usually amounts 
to simple replacement of control box. § Mechanical components guaranteed for 





five years! Most other makes guaranteed just one year. J Installs on all types of 

garage doors—steel, wood, fiberglass, or aluminum. {§ For more information, 

write Berry Door Corporation, 2400 East Lincoln Ave., Birmingham, Michigan. 
Circle No. 27 on Handy Cover Card 





























BREEZE-LIGHT, STORM-STRONG— 





BERINY SUleleL DOORS PROTECT 
YOUR QUALITY REPUTATION OWE 
COD TIMES A YEAR 222 wu i: east tsice aay 


over 700 times a year, Berry Steel Doors lift lightly, smoothly for owners. 
@ Designed and constructed to trim your installation costs, yet they cost less 
than most others! §§ Sundrift primer saves on-site painting . . . won’t chip, 
peel, or check. [J Complete weather seal assures year-round protection against 
all weather in any climate. [J Steel allows no warping, swelling or shrinking 
from heat or cold. § Berry guarantees its quality-built steel doors for five years. 
M@ Meets every need with a wide range of sectional and one-piece models. 


Circle No. 27 on Handy Cover Card 
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WOOD DOORS COME 70 [BIER 22 
SUVILEMASIER HAS RUGGED 
CONSTRUCTION WITH HARDWARE 
THAT WIEWER GROWS OLD 23 wa cuatis 


newcomer, Berry Stylemaster Door is of heavy, kiln-dried lumber that insulates 
against all weather. §§ Hardware is of finest heavy-gauge steel to last the life 
of the door. J Has operating safety of over 200%. [J Easy-up operation 
maintained with torsion or extension springs. §§ Fittings are rustproofed for 
corrosion resistance. §§ Wear and noise reduced with rugged ball bearing rollers 


and roller carriers. §§ Stability and accurate alignment assured by sturdy tapered 
tracks and adjustable support brackets. J Five models for double and single 
openings. J For detailed literature and specifications on Berry Steel or 
Stylemaster Doors, write to Berry Door Corporation, 2400 East Lincoln 


Avenue, Birmingham, Michigan. 
Circle No. 27 on Handy Cover Card Be ; 
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PERFECT FOR TRADITIONAL HOMES... 


raditional homes sell faster with Medalist 
“French Classic’ hardware ... in demand by 


builders and homeowners. Available in 


Antique English, Old Copper, Black or White enamel 


with Gold. Write for details on assortments, 
with FREE display boards. 


NATIONAL LOCK 


Medalist 


trademark for outstanding 





value in builders hardware 





MEDALIST HARDWARE DIVISION 


NATIONAL LOCK COMPANY 


Rockford, Illinois 


An important message for dealers, wholesalers and manufacturers: 





A New Industry 
eaches Maturity 


THE PACKAGING SHIFT IN LIGHT CONSTRUCTION MARKETING IS HERE TO STAY 


BY ART HOOD 


Marketing Consultant 


to 
Building Materials Merchandiser 


Director, Building Industries 
Marketing Institute, Purdue University 


Se lgdaitarsg te od CONCEPTS in industry 
usually creep before they walk and walk be- 
fore they run. 

The light construction industry has been no 
exception. 

As early as 1928, end-use package selling, not 
only of new homes but of many other light con- 
struction packages, was established as an operat- 
ing principle. 

At that stage, construction package selling was 
as frail a foundling as the first electric light, the 
first one-lunged automobile or the first wire-and- 
canvas airplane. 

Today, a third of a century later, construction 
package selling is a rapidly growing industry with 
annual sales in the billions. 

The shift from coal to gas was no more drama- 
tic than the packaging shift in this industry. 

The same thing that happened to the harness 
shops, the livery stable, the oil lamp industry, 
the silent movies and cross-country railroad pas- 
senger traffic is happening in the marketing of 
light construction. There comes a time in every 
industry when nothing can stop the new from 
replacing the old. 

The packaging shift is now a reality in light con- 
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struction and no die-hard, no dissenter, no doubt- 
er can stop it. 

It is true that there are still oil lamps in use, 
there may be one or two harness shops and 
livery stables here and there, a few specialists are 
still making silent black and white movies, small 
independents still exist alongside of super-mar- 
kets and the railroads still have a certain amount 
of cross country passenger traffic, but it is safe 
to say there’s little future in them. 

Likewise we will have lumber and _ building 
materials yards here and there who will turn their 
backs on inevitable changes and stick to dealer, 
to contractor, to consumer selling. But their num- 
bers will dwindle and their profits diminish to the 
vanishing point. 

The profit-making survivors among the dealers 
will be those who embrace the New Merchantable 
Construction Industry and who creatively sell the 
1001 end-use construction packages direct to the 
consumer conveniently financed. 

As of the spring of 1961 such dealers in the 
U.S.A. and Canada number in the thousands. 
Their beautiful new stores and display rooms are 
a bright spot in the economy. 

Other manifestations of this new construction 





packaging industry are shown in the box below. 
Thousands more of these modern light con- 
struction stores will replace the majority of those 
dealers who cling to antiquated methods and who 
refuse to do the necessary things to modernize 
their operations. 
What brought this new industry to maturity? 
There are nine basic causes for this evolution: 


1. Consumer demand. The light construction 
consumer wants from industry: a one-stop serv- 
ice station, a single establishment which will ac- 
cept responsibility before, during, and after the 
construction sale, where he will be served by a 
well trained, adequately equipped and properly 
supervised retail salesman. He wants the salesman 
to be backed by a local home planning and im- 
provement center where the consumer can see 
samples, models, pictures and displays which will 
imaginatively cater to his varied housing needs 
and moods. He wants a convenient plan of pay- 
ment, a predetermined price which will stay put 
and a retail store to which he can return again 
and again for his repeated needs and services. 

He wants this retail store to incorporate in its 
service structure a group of reliable contractors to 
do the necessary on-the-site construction work and 
for whom the dealer will be completely responsi- 
ble. 


II. The awareness among forward-thinking 
manufacturers, wholesalers, and dealers, that 90 + 
percent of building contractors are not financially 
or educationally equipped to provide such a 
service, and that the modern dealer can sell these 
contractor services better at lower cost and more 
profit to the contractor than he can himself. 


Ill. The discovery that the structural improve- 
ment market is potentially twice as large as the 
new home construction market and, because of 
the continuing need for repairs and improvements 
in even the newest buildings, always will be. 


IV. The greatly expanded production facilities 
of the industry and the realization by producers 
that to keep such plants running will require a 
creative and efficient retailing structure. 


V. The dramatic and splendid comparative 
profit showing by dealers who have established 
local Home Planning and Improvement Centers 
and who have embarked on the creative merchan- 
dising of the hundreds of end-use construction 
packages. 


VI. The finding by such dealers that they 
can, with such centers and planned control, re- 
capture a considerable part of the profitable new 
construction volume lost to the more aggressive 
tract builders and prefabricators. 


VII. Educational facilities are now available 
to train general and sales managers, estimators 
and creative package salesmen for retailers. 


VIII. The extreme difficulty dealers encounter 
in trying to eke out a net profit in the intensely 
competitive situations where the contractors con- 
trol the light construction sale and auction off 
material lists to dealers, to direct-selling whole- 
salers, and manufacturers who have little to offer 
but price. 


IX. Component engineering and its distribu- 
tion lends itself perfectly to the modern retail 
establishment. 

In these nine fundamentals are found the 
future of most of today’s dealers. 

For the dealer at the policy crossroads who 
wishes to shape his operation to take advantage of 
this great new profit-making potential, the mer- 
chandising press stands ready to specifically point 
out step-by-step procedures. 

Furthermore, many of the industry’s leading 
producers have implementing tools, equipment and 
marketing helps that will speed up the process. 
All these are the dealers’ for the asking. 


Hit ' 


Manifestations of the New Construction Packaging Industry 


52% of dealers now sell big profit end-use packages 


60% of dealers have rebuilt or remodeled in last 10 years 


46% of remainder are planning to modernize 


31% of dealers build new homes (17% speculatively) 


Dealer Operating Emphasis Has Shifted To: 


Dealer Sales Control instead of Contractor Sales Control 


Becoming the Contractors’ Best Customer instead of Depending on Contractors for Sales Volume 


Creative Selling by Trained Salesmen instead of Contractor Order-Taking 


Building Stores instead of Lumber Yards 


One-Stop Service instead of Sending People out for Part of Job 


Merchandising instead of Bidding 


Dealer Salesmen Following Leads instead of Turning Leads Over to Contractors 


Contractors Soliciting Work from Dealers instead of Dealers Soliciting Competitive Contractor Lists 


Recognizing Housewife as a Key Advertising Prospect instead of Advertising Material Prices to Contractors 
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Jobbers Rescue Dealers 


From Hardware ‘Mess’ 


WO YEARS AGO, a southwestern lum- 

ber merchant found that what had started 
out as a well-organized hardware store had be- 
come a jumbled mess of manufacturer displays, 
hindering sales and making it almost impossible 
to keep the store in shape and maintain inven- 
tory control. 


This state of affairs has happened to many 
retail building materials dealers. They sensed 
the need for a hardware store to offer complete 
one-stop service, together with building mate- 
rials and products; but they didn’t have the 
manpower or the knowledge to keep the hard- 
ware store in tip-top shape. 


The southwestern dealer mentioned above 


solved his problem by turning to a leading hard- 
ware wholesaler who provided, at a fee, pro- 
fessional merchandising display experts who 
revamped the hardware end of his business. 
Now representatives of the wholesaler make it 
part of their job to keep the displays in stock 
and, through an inventory control system, the 
dealer has reduced store inventory. 


More and more hardware jobbers are realiz- 
ing the trend to one-stop retailing centers op- 
erated by lumber and building materials deal- 
ers. There is no use of a consumer going to an 
rt t hardware store when and his 

ily can shop for hardware at the same place 
where they can purchase lumber, building ma- 
terials and big-ticket home modernization or 
new homes. 


On the other hand, managers of one-st 
Home Centers owned building materials 
dealers should welcome professional hard- 
ware merchandising services of enterprising 
hardware jobbers. 


How one major hardware jobber helps build- 
ing materials dealers is told in the report which 
begins on this page. Another example of spe- 
cialized service to lumber retailers was told in 
our April 25, 1960 issue—the story of Okla- 
homa dware Co., Oklahoma City. 


The courtship between one-stop building ma- 
terials dealers and enterprising hardware whole- 


salers will continue. It makes marketing sense. 


As a matter of fact, the services now provided 
to building materials dealers by alert hardware 
distributors should be studied by all types of 
lumber and building product wholesalers, who 
can and should more merchandising 
— for the dealer along the lines described 
in this article about Salt Lake Hardware Co. 


THE EDITORS 


Building 
& Gardeing 
Supplies 


How a Hardware | 


Operating in a six-state area, Salt Lake 
Hardware Co. has developed a con- 
sumer product catalog for exclusive dis- 
tribution by retail building materials 
dealers. Other aids include store layout 
assistance and a special inventory and 
pricing system based on 12 years ex- 
perience. 

Three dealers in Idaho, Colorado and 
Utah tell in this article how they revised 
their merchandising and management 
techniques to improve their net profits 
with a valuable assist from Salt Lake 
Hardware Co. 
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SELLING AIDS FROM HARDWARE WHOLESALER include banners, broadsides, advertising 
mats, etc. One catalog is prepared specifically for customers of retail building materials 
dealers. In picture at right above, spring promotional material is being studied by Howard 
W. Price, right, executive vice president and general manager of Salt Lake Hardware Co. 


and Gene Hills, who is in charge of the Basik Stok-Chek inventory service program. 


Jobber Helps Building Materials Dealers 


SALT LAKE CITY. 

UILDING MATERIALS DEAL- 

ERS find it logical to promote 
hardware so they can offer a com- 
plete service operation, according to 
Howard W. Price, general manager, 
Salt Lake Hardware Co. The firm is 
one of the nation’s major hardware 
wholesalers to recognize the special 
needs and potential of the one-stop 
merchandiser in the light construction 
industry. 

“Much of the volume of strictly 
hardware items is swinging over to 
the lumber and building materials 
dealers,” explains Price. His firm is 
one of the largest wholesale hardware 
distributors west of Chicago with an 
annual volume of approximately $17 
million. 

“It is logical that retail building ma- 


terials dealers promote hardware,” 
added Price, “because they have a 
one-stop complete service operation.” 
His own firm has a broad program of 
sales and merchandising helps, which 
include store layout; special inventory 
system (Basik Stok-Chek); direct mail 
promotions and in-store sales aids; 
product advertising mats, broadsides, 
etc. 

Recognizing the increasing impor- 
tance of the lumber dealer to their 
overall sales picture, Salt Lake began 
last year printing a special promotion- 
al broadside exclusively for retail 
building materials dealers. 

The 1961 program has been ex- 
panded and refined specifically for 
the retail lumber and building ma- 
terials dealer. A 16-page consumer 
booklet was released by Salt Lake this 
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spring and another eight-page tabloid, 
exclusively for their lumber dealer 
clients, is tentatively planned for this 
fall. Specially-priced merchandise is 
offered to back up these promotions. 

These consumer pieces are mailed 
directly to the customer, if the dealer 
wishes, with his name, address and 
phone number imprinted. In addition 
to these direct mailers, each campaign 
includes store decorating and display 
materials and product mats. 

Inventory program. Possibly the 
most important sales tool offered by 
Salt Lake to all its customers is an 
inventory control system combined 
with low-cost buying and order con- 
trol system. 

This system, called the Basik Stok- 
Chek covers 5,000 basic items that are 

(continued on page 54) 
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Jobber 
Helps 


Dealer 
Example 1 


IDAHO DEALER W. W. 
(Bill) Wiegle, right, ex- 
amines hardware Stok- 
Chek book developed by 
Salt Lake Hardware Co. 
with an employe, N. A. 
Spoffard. Lower picture 
at right, Alvin Taylor of 
North Side Lumber finds 
that new inventory sys- 
tem makes control of 
paint stock easier. Dealer 
Wiegle says that annual 
hardware sales now av- 
erage $96 per square 
foot. The modernizction 
and inventory program 
cost dealer $3,000. 





Jobber Helps Dealer 


Example 2 


COLORADO DEALER F. J. Hardy spent 
approximately $2,000 to revise his store 
layout and install Salt Lake's special in- 
ventory check system. About 4,000 
square feet are devoted to hardware. 
Hardy says the new inventory system 
has cut his inventory time 50% and de- 
creased his hardware investment 20% 
while increasing the productivity of his 
employes. 
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illustrated on the pages of the Stok- 
Chek books. Dealer cost prices and 
suggested retail prices are shown. One 
feature of this franchised service is 
keeping prices current each week. 

Price identification under the pro- 
gram covers manufacturers’ suggested 
resale prices; fair trade prices are 
identified as well as other items that 
are properly coded to indicate what 
percentage markup was used. This 
code system closely follows the pric- 
ing-for-profit formula recommenda- 
tions of the National Retail Hardware 
Association. 

Price is convinced that his firm’s 
inventory system is a great training 
tool for store personnel because it 
gives them at a glance all the es- 
sential, informative data needed on 
inventory carried and price ranges. 
One important feature of the program 
is that it identifies items that repre- 
sent 80% of the unit sale of each 
item, line or commodity. 

This figure is based on Salt Lake’s 
own inventory records, covering the 
sales of more than 40,000 items 
which have been calculated each 
calendar quarter over the past 12 
years. 

“It is an inventory control system 
based on documented fact, not opin- 
ion,” declares Price. “Effective use of 
the system makes it possible for re- 
tailers to measure the profitability of 
every foot of display space in their 
stores and permits them to delegate 
the responsibility of checking and or- 
dering to subordinate employes, allow- 
ing owners or store managers to devote 
their time to more profitable store 
functions. The program is designed to 
improve the dealers’ turnover, his re- 
turn on capital invested and his profit 
on sales.” 

Three dealer stories. Price feels that 
a closer relationship must be estab- 
lished between the lumber dealer and 
the hardware wholesaler if both are 
to get a larger share of the consum- 
er’s dollar. 

How this relationship has worked 
to the benefit of both is illustrated in 
the cases of three retail building ma- 
terials dealers in three states of the 
six-state area in which Salt Lake con- 
centrates its efforts. 

North Side Lumber & Mercantile, 
Jerome (pop. 5,000), Idaho, does about 
20% of its $350,000 annual volume 
in hardware and this percentage is 
creeping up, according to W. W. (Bill) 
Weigle, store manager for 20 years. 

Calling on help from the Salt Lake 
Hardware staff, Weigle made use of 
their store remodeling service and in- 
stalled their Basik Stok-Chek System. 

“We had a hardware inventory prob- 
lem,” explains Weigle. “Too much in- 
ventory in the slow-selling items and 
never enough of the bread-and-butter 
items. Our sales and gross profit dol- 
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Jobber Helps Dealer 


Example 3 


SALT LAKE CITY DEALER reports a 5% increase in net 
hardware department profits after revision under super- 
vision of Salt Lake Hardware Co. Store manager Clifford 
D. Stillman, in checkered shirt in picture at right, stands 
with customer in revitalized sales atmosphere. Moderni- 


zation program cost dealer $3,400. 


lars were suffering because of an out- 
of-stock condition.” 

The $3,200 spent for store mod- 
ernization, including new fixtures and 
the new inventory system, has in- 
creased his net profit 3%, Weigle 
says. 

“We used to carry six lines of 
hardware, we now carry two,” he 
adds. “We find this stock will satisfy 
95% of our customers. We also find 
that keeping all our related merchan- 
dise together and neat and clean has 
increased self-service and customer in- 
terest.” 


Code prices. The price coding giv- 
en each item at North Side Lumber 
was determined by the demand for the 
product, the price consciousness of 
the consumer on this product, the 
size of the unit sale and the time and 
service required to sell the product. 

Items coded ‘“A”—Competitive 
(owner’s decision to meet local situa- 
tions). 

Items coded “A”-““B”—Suggest com- 
petitive to normal—40% markup. 

Items coded “B”—Suggest normal 
markup—50%. 

Items coded “B”-“C”—50% to 75% 
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markup. 

Items coded “C”—75% to 100% 
markup. 

The sales area at North Side Lum- 
ber devoted to hardware covers 1,080 
feet. It is producing sales at the rate 
of $96 per square foot annually, ac- 
cording to Weigle. Among the ad- 
vantages of the new store layout and 
inventory system, he finds, are that 
employes are able to spend less time 
buying and more time selling and 
merchandising. 

It has enabled management to take 

(continued on page 58) 
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Selling Pruden Framed Buildings is a quick way 
of increasing dollar volume in your lumber yard! 
It’s additional business... business that’s non- 
competitive with other yards in your community. 
You realize quick turnover of materials because 
Pruden Frames are not ordered until the building 
is sold, and it takes only a short time to complete 
construction. This is “packaged’’ selling with a 
minimum of deliveries to the job...one or two 
trips delivers all materials...less bookkeeping... 
less selling time for dollar volume because the job 
is easier to figure from the Pruden Pricing Manual. 

There’s no obsolescence in handling Pruden 
Buildings...the framing is ordered for each job 
...covering and other materials are usually from 
stock, not ordered specially for Pruden buildings. 


Sell Pruden for Profit...the most complete line 
of framing...a size and shape for every need. 


NEW “J” CLIP SPEEDS CONSTRUCTION 
“J” clip speeds construction because nails can 
be driven in a natural position of carpentry. 


NEW HELICAL NAILS DRIVE FASTER 

Pruden helical nails are designed for the job... 
fill the holes, and have 
no tendency for rack- 
ing, are short enough 
to need no clinching, 
furnished at no extra 
charge! Pruden’s pol- 
icy is selling no items 
except those they man- 
ufacture. 














@ For packaged selling... 


Lumber dealers throughout the nati-~ are find- 
ing that Pruden framed_huildin- creasing 
their volume in the commerci- strial field 
market. Extra profits come r ..om the sale 
of Pruden Framing... but fi. .ger volume in 
covering materials already in-  .k. Write Pruden 
Products Co., Evansville, Wis....a representative 
will visit your offices and give you the Pruden 
Profit Picture! 
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@ For lumber yard use... 


The Pruden “Clear Span’’ feature provides top 
quality yard buildings at less cost! Clear Span in- 
teriors permit alternate uses for each building... 
stockpiling with wide aisles, with no obstructions, 
made to order for mechanical “fork lift” handling 
...a Savings in time and labor of utmost importance 
to profitable volume operation during busy seasons. 
Plan your new yard with Pruden... for shops, ware- 
houses, lumber storage, offices, and retail stores! 
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PRUDEN 


Selling Pruden Framed Buildings is a quick way 
of increasing dollar volume in your lumber yard! 
It’s additional business... business that’s non- 
competitive with other yards in your community. 
You realize quick turnover of materials because 
Pruden Frames are not ordered until the building 
is sold, and it takes only a short time to complete 
construction. This is “packaged’’ selling with a 
minimum of deliveries to the job...one or two 
trips delivers all materials...less bookkeeping... 
less selling time for dollar volume because the job 
is easier to figure from the Pruden Pricing Manual. 

There’s no obsolescence in handling Pruden 
Buildings...the framing is ordered for each job 
...covering and other materials are usually from 
stock, not ordered specially for Pruden buildings. 


Sell Pruden for Profit...the most complete line 
of framing...a size and shape for every need. 


NEW “J” CLIP SPEEDS CONSTRUCTION 
‘J’ clip speeds construction because nails can 
be driven in a natural position of carpentry. 


NEW HELICAL NAILS DRIVE FASTER 

Pruden helical nails are designed for the job... 
fill the holes, and have 
no tendency for rack- 
ing, are short enough 
to need no clinching, 
furnished at no extra 
charge! Pruden’s pol- 
icy is selling no items 
except those they man- 
ufacture. 














@ For packaged selling... 


Lumber dealers throughout the nation, are find- 
ing that Pruden framed buildings are increasing 
their volume in the commercial and industrial field 
market. Extra profits come not only from the sale 
of Pruden Framing... but from larger volume in 
covering materials already in stock. Write Pruden 
Products Co., Evansville, Wis. ...a representative 
will visit your offices and give you the Pruden 
Profit Picture! 
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@) For lumber yard use... 


The Pruden “Clear Span’ feature provides top 
quality yard buildings at less cost! Clear Span in- 
teriors permit alternate uses for each building... 
stockpiling with wide aisles, with no obstructions, 
made to order for mechanical “fork lift’”’ handling 
...a Savings in time and labor of utmost importance 
to profitable volume operation during busy seasons. 
Plan your new yard with Pruden... for shops, ware- 
houses, lumber storage, offices, and retail stores! 
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advantage of price increases as they 
occur on present inventory. Employes 
have become more productive. 

“It has shown us how to price our 
competitive items,’ declared Weigle. 
“In addition, it has kept us competi- 
tive and has enabled us to increase 
our profit margin by following the 
suggested markup on the many serv- 
ice items within our store. Our stock 
is checked every 30 days.” 

To make the store more attrac- 
tive, departments were separated by 
colors that complemented the mer- 
chandise: builders’ hardware and sea- 
sonal items, light green; paint de- 
partment, yellow; tools and electrical, 
light blue. 

Cut inventory time. J. T. Sardy, 
manager of the Aspen (Colo.) Lum- 
ber & Supply Co., found that by in- 
stalling Salt Lake’s inventory system 
he was able to cut his inventory time 
in half. At the same time, he was able 
to cut his hardware inventory invest- 
ment to $60,000, a drop of 20%. 

He finds purchasing “practically 
automatic” under the new system, 
which he has extended to some non- 
hardware items also. 

An added bonus, says Sardy, is 


that relatively inexperienced person- 


‘nel can be used during the busy sum- 


mer season in Aspen. An_ inexperi- 
enced clerk can check in the mer- 
chandise, price it and make a quick 
stock check. One of the unique fea- 
tures of the Salt Lake service, explains 
Sardy, is that their packing slips show 
not only the cost, but also predeter- 
mined retail prices of each item. This 
has made it possible to use seasonal 
help more productively. 

Net profit up. Mulholland’s in Salt 
Lake City is another retail building 
materials dealer who reported a 5% 
net profit increase after installing the 
new inventory control system. Annual 
sales for the hardware department last 
year were $83,740. This firm also re- 
ported a 50% cutback in inventory 
time. 

About 36% of Mulholland’s total 
volume is in hardware and its hard- 
ware volume is increasing, according 
to manager Clifford D. Stillman. The 
hardware department occupies 1,600 
square feet. Purchasing is centralized 


in a hardware department manager. . 


Summarizing the effects of the new 
inventory control system, manager 
Stillman comments: 

“We are delighted to have available 
the actual sales figures of each -in- 
dividual item sold during the 12- 
month period. Many items we pre- 
viously thought were good have prov- 
en to be dust collectors, while others 
we thought were just fair have really 


HEADQUARTERS of Salt Lake Hardware 
Co. which services a six-state area from 
Salt Lake City, Boise, Idaho and Grand 
Junction, Colo. Firm uses 56 outside 
salesmen to contact retailers. Annual vol- 
ume: $17 million. 


shown to be our best-selling, most 
profitable items. 

“We are now spending far less time 
buying merchandise and we have been 
able to cut down a great deal on our 
truck pickup from our wholesale sup- 
pliers. We are doing much more of 
our buying on a 30-day basis.” 

Pricing for profit has been an eye- 
opener, added Stillman, who credits an 
11% sales gain last year against a 
10% decline for similar stores in the 
intermountain area to his new store 
layout and inventory control. 

“In the past,” he said, “we priced 
most items on a standard 50% mark- 
up over cost basis and we _ never 
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realized the profit possibility we were 
overlooking on the many service 
items we were carrying.” 

Other aids. Other promotional aids 
made available to Salt Lake Hardware 
Co. customers at nominal cost in- 
clude show cards, window banners 
and hanging pennants to give the 
store sales excitement. 

Themes of some of these kits are: 
“Get Ready for Winter Sale”; “An- 
niversary Sale”; “88¢ Sale”; “Clean- 
up, Paint-Up, Fix-Up Super Bar- 
gains”; “Wonderful Spring Sale” and 
“Christmas Lay-Away.” Also avail- 
able are kits of showcards with such 
headings as 2 Price, Close-Out, As 
Marked, Special Purchase, Today’s 
Special, Greatly Reduced, 2 for the 
Price of 1 and Rummage Table. 

Potential cited. Emphasizing the 
volume of hardware items that the re- 
tail building materials dealer is han- 
dling, Price ticked off a long list in- 
cluding: kand and power tools; plumb- 
ing and electrical supplies; caulking 
supplies and weather stripping; lawn 
and garden tools; paint and paint ac- 
cessories; fencing, staples, nails, 
screws and “jillions of other items 
that are bought and used by home- 
owners every day.” 

Just stocking or displaying these 
items is not enough,” warns Price, 
“since they are available oftentimes 
from other retail outlets. 

“The dealer must advertise these 
items,” said Price. “But even more 
important, he must be competitive 
and let the world know he is compet- 
itive! He must use ingenuity in his 
advertising and promotion and cap- 
ture the imagination of the public.” 
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SPRING BROADSIDE for retail building 
materials dealer accounts of Oklahoma 
Hardware Co., Oklahoma City. This full- 
line jobber has over 600 retail building 
materials merchants as customers. Broad- 
side above uses Adservice mats from this 
magazine—kitchen illustration at top of 
the page and four illustrations down left 
column. 
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in the industry. 
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= ae Ge ae ae Ge oe Ge ae ae GP Ge Ge GP GF GF GF GF GF ee ae ae a oe 


THE SUNRAY STOVE COMPANY 
DELAWARE, OHIO 


Tell me more about profits with Decorange 


Name. Title 





Firm Name. 


Address 











City. Zone 


The distributor I buy ranges from is 
Circle No. 31 on Handy Cover Card 
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HOME CENTER fronts on highway and is also close to busy intersection. Separate parking facilities are available for consumer 
and contractor customers. New showroom opened last March. 


® Giant steps forward are being taken in the trend to Dealer Sales Con- 
trol (DSC) by one of the nation's foremost retail building materials mer- 
chandisers. / 


s 


— 


Dealer Sales Contro! 
(See page 5) 


: Hardware.’ Store Business 


Edward Hines Home Center 


* The Chicagoland organization is going after consumer business with an aggres- 
sive program of promotion, store modernization and sales training. It sets a pattern 
for progress which can be used by dealers everywhere. 


New suburban store-showroom, combined with efficient yard layout, pictured on 
these pages, is designed to develop both contractor and consumer business. Both 
service and self-service are featured. Paints and tools are added to lumber and 
building materials. 

Home improvement promotion, backed by end-package showroom displays and 
contractor tie-in, shows quick results. The new Hines marketing control exempli- 
fies the ‘packaging shift’’ in light construction which is discussed by Art Hood on 
the preceding pages. 
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Lumber-Hardware Mart and Showroom Plan/Key 





1. Manager’s office. 

2. Bookkeeper’s office 

3. Vault 

4. Contractor sales counter 
5. Expeditor 

6. Salesmen 

7. Closing room 

8. Planning center 

9. Pull-out panel display 
10. Floor & ceiling tile display 
11. Colonial room 


12. Home facade display & closing room 
13. Roofing—siding— insulation display 


14. Hardware department 
15. Tool department 


. Flexible model rooms 

. Cashier 

. Seasonal & promotional items 
. Outdoor patio sales 

. Specials 

. Plywood & hardboard displays 
. Lumber and plywood shorts 

. Lumber “A” frames 

. Lumber “A” frames 

. Lumber “A” frames 

. Roofing & insulation 

. Moldings—*“A” frames 

. Paint & accessories 

. Mechanical room 

. Lunch room 


GENERAL WAREHOUSE 
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Heralds New Selling Era 


—SrT. CHARLES, ILL. 
UILDING its first brand-new 
showroom in six years, the Ed- 
ward Hines Lumber Co. relocated its 
yard in this town of 10,000, moving 
from a cramped downtown site to an 
eight-acre plot along a_heavy-traffic 
route near a shopping center. 

The new modern’ showroom, 
backed by intensive consumer sales 
training in which this magazine ac- 
tively participated, is positive evidence 
that Hines is going after consumer 
business as never before. 

President Charles M. Hines is con- 
fident that consumer and remodeling 
business in his 26 Chicagoland branch 
yards will eventually equal the con- 


tractor volume in these yards. 

Although the new layout was de- 
signed to service both contractor and 
consumer business, special emphasis 
is placed on developing new home- 
owner traffic, especially big-ticket re- 
modeling sales, with complete control 
by Hines. 

The new showroom-store, designed 
by James N. Lindenberger, Chicago 
architectural consultant to Building 
Materials Merchandiser, is the most 
dramatic symbol of a revitalized store 
modernization and merchandising 
program underway throughout the 
Hines retail organization. 

It will serve as a model for new 
Hines stores to be built and mod- 
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ernized, according to Wm. M. Archi- 
bald, general manager of branch 
yards. He said that new and re- 
modeled stores will be called Hines 
Home Centers. 

While the contractor will find bet- 
ter facilities than ever before, includ- 
ing a separate parking area, store en- 
trance and counter service space, the 
homeowner will find all this and more 
designed to facilitate his shopping 
ease. 

Showroom-store area. The selling 
space in the new layout is divided into 
two major areas separated by glass 

Text continued on page 68 


Pictures start on next page. 
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New 
Selling 
Era 


(begins on page 60) 


- 


LUMBER-HARDWARE MART is 5,040 sq. 
ft. Note how even sidewall is used for 
merchandising millwork and specialty 
items. 


LUMBER MART includes hard- 
woods and great variety of 
moldings up to 14’. Note infra- 
red gas units suspended from 
ceiling, giving feeling of warmth 
without drying out lumber. 


Lumaer-MOULDINGS # 


Redwood - Pine - Hardwoods 








ENTIRE FRONT WALL 
of lumber - hardware 
mart becomes an 
openshowcase of 
building materials 
viewed through eight 
overhead clear-view 
garage doors of a 
new type. Patio sales 
area is seen in fore- 
ground. 
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PAINT DEPARTMENT, 
including mac hine- 
mixing system, is an 
innovation with Hines. 
Wide variety of paint 
accessories are also 
stocked. 


LUMBER-HARDWARE MART 
For Pickup Merchandise 








““HOSPITAL”’ CARTS are used by customers to haul lumber and 
bulky materials to cashier's booth. These carts are also used 


to stock store. 


CUSTOMERS ROLL PURCHASES right un- 
der the electrically-operated overhead 
garage door to their cars in nearby lot. 
Cashier raises garage door electrically to 
any height by pressing button inside 
booth. 


STANDING IN DOORWAY con- 

necting |lumber-hardware mart 

and showroom-office area are 

Jay Monson, consumer sales 

manager, left, and John J. 

West, manager, St. Charles Turn Page 
branch yard. Glass doors and 

glass walls separate two areas. For More Pictures 
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SHOWROOM VISTA looking toward contractor service counter and private offices, rear. This 4,000 sq. ft. area is devoted prima- 
rily to selling big-ticket remodeling jobs. 


MILLWORK PRODUCTS incorporated in this realistic model in- TOOL LINES have been expanded by Hines. Twenty-two saws 
clude siding, windows, flooring and paneling. Rollup garage were sold within two weeks after St. Charles store opened. 
door, left, leads to millwork warehouse. Hand tools are displayed back of the power items. 
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New Selling Era ccsinson pase 60) 


FLEXIBLE MODEL ROOM, completely furnished, is an- FULL-SIZE KITCHEN featuring Hines cabinets also in- 
other display used to promote home remodeling. cludes full range of built-ins. One salesman spe- 
cializes in kitchen sales. 


SHOWROOM.-OFFICE 


For Big-Ticket Remodeling Sales, Contractor Service 





TURN 
PAGE 


REMODELING IS PROMOTED by signs 
and full sheets of paneling, which 
have sharply increased sales. Each 
sample sheet slides along a track for 
full viewing, yet sizable sections of 
each sample are constantly visible. 








CONTRACTOR SERVICE DESK is adjacent to separate contrac- 
tor entrance. Behind the service counter is yard dispatcher’s 
control center, manager's office and bookkeeper's office. 











BEAUTY 
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D ] The only line of baked enamel aluminum siding that carries the United States 
>ro)[D Ci Testing Laboratory Seal of Approval — HORIZONTAL SIDING and VERTICAL PANELING of 
o multi-coated baked enamel aluminum in ten House and Garden colors — with 
the Miracle Blue Back — a vinyl coating on the hidden side for extra protection against condensation. And that’s 
not all— Crown Aluminum can deliver GUTTERS and DOWNSPOUTS in the same ten baked enamel House and Garden 
colors to harmonize or contrast with Crown Aluminum Siding. To round out the complete line of aluminum building 
products, Crown offers SHUTTERS in six colors and a variety of sizes, plus the new Crown PATIOS and CARPORTS available 
in a choice of three colors, in six standard sizes, or custom built to any size. 


PROMOVION! 


The most complete merchandising pro- 
gram in the field—with especially 
tailored promotional packages for each 
product. 

¢ Planned and coordinated displays 

¢ Four-color literature 

¢ Window trim packages 

¢ Technical literature 

¢ Special direct mail programs 

¢ Radio and TV scripts 

e Films and slides 

¢ Sample kits 

¢ Job-site signs 
You name it — Crown’s got it. For Crown 
GUTTERS and DOWNSPOUTS, CARPORTS and 
PATIOS, special starter packages have been 
developed — initial product inventories 
with complete supplies of free promotional 
material to help you sell the Crown line. 


PROFIT 


There’s profit three ways when you move with Crown. Use these Crown products to increase the volume of your 
HOME IMPROVEMENT DEPARTMENT. Use these products to supply the ever-increasing demand for aluminum products in 
NEW CONSTRUCTION. Sell gutters, downspouts, patios, carports, and shutters for “DO-IT-YOURSELF” OVER-THE-COUNTER SALES. 


Crown Aluminum Industries Corp. Learn more about Crown Aluminum products—write 


5820-H Centre Avenue, Pittsburgh 6, Pennsylvania today . - » ask to see Crown s C.A.S.H. Book and see 
how Crown really delivers. 


SALES SUPPLY DEPOT 
Detroit, Mich.—Skakie, III. 
Newark, New Jersey—Cleveland, Ohio . CROWN ALUMINUM INDUSTRIES CORP. 


Indianapolis, Ind.—Roxboro, N. C. y 5820-H CENTRE AVENUE, PITTSBURGH 6, PENNA. 
(— Please send me Crown’s C.A.S.H. Book. 
(] Please ask a Crown representative to see me. 
COMPANY 
NAME 


ADDRESS 


LASTING BEAUTY 
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TRENDS IN DEALER MERCHANDISING are symbolized by two types of consumer advertising above, both from Edward Hines Lum- 
ber. Ad at left shows pickup merchandise ads which are run in suburban papers for the St. Charles store, featuring traffic- 
building items. The ‘one-stop’ ad, right above, is part of “package selling’’ promotion placed in metropolitan newspapers for 
all a yards. The slogan, ‘‘Let Hines Handle the Entire Job,"’ represents the new Dealer Sales Control management policy adopt- 
ed by Hines. 





NEW SELLING ERA 


(begins on page 60) 





walls and glass doors. One area 
(35’ x 144’) is the lumber-hardware 
mart; the second major sales area is 
the showroom-office section (36’x- 
110’) with contractor service facilities 
and private offices at one end. 

The lumber-hardware mart is de- 
signed for self-service with every item 
identified and priced, but salesmen 
are readily available for product ad- 
vice and selection. 

With a 176” ceiling, even the 
sidewall of the store is used to dis- 
play merchandise with the help of 
4%” perforated hardboard. Specialty 
items like a folding disappearing stair- 
case, picnic table, unpainted chest of 
drawers and full-length mirror are 
displayed on the sidewall. 

Both boards and dimension in 4’ 
to 12’ lengths in 2’ increments are 
displayed in “A” frames in the lumber 
mart area. Six species of hardwoods 
will be stocked here, too. Every piece 
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is identified by footage and price. 
About 40 styles of moldings up to 14’ 
are also shown. 

Homeowners or Hines personnel 
load lumber and bulky materials onto 
four-wheel “hospital” carts, which are 
wheeled to the cashier’s cage, then 
through an electrically-operated 14’ 
wide garage door controlled by the 
cashier onto a weather-protected side- 
walk, which runs the length of the 
building. Materials are loaded direct- 
ly onto customers’ parked cars from 
this point. 

“Our purpose is to display every- 
thing we sell in a way that makes it 
easier for the customer to see and 
buy,” said general manager Archi- 
bald. “We aren’t interested in a 
variety-type store. We are interested 
in selling what we know best—build- 
ing materialk—and we have tried to 
keep the store along building materi- 
als lines.” 

New products. But the term “build- 
ing materials” is being broadened for 
Hines’ retail branches. Products being 
introduced for the first time: an ex- 
tensive paint department; power tools; 
tool rental department; lawn furniture; 


all types of furniture legs—wood and 
metal. Hardware lines have been ex- 
panded and regular lines displayed in 
more depth than before. 

Sales in some of these new lines 
have surprised Hines executives. For 
example, the sale of 22 power saws 
within a few weeks at the St. Charles 
store. Even the sale of seven faucets 
at $22 each off a model kitchen 
sink! 

By displaying full plywood sheets 
on sliding track, the showroom helped 
Hines sell more prefinished plywood 
last March from the St. Charles yard 
than any previous three months at the 
old location. Consumer cash sales 
have increased well over 100%. 

Showroom-office. In contrast to the 
lumber-hardware mart where self-se- 
lection is the rule, the showroom area, 
visible and accessible through glass 
doors, is where big-ticket home im- 
provement sales will be promoted 
along with new home sales. 

Selling tools in this area include 
flexible model rooms, a planning cen- 
ter and other exhibits showing the 


(continued on page 72) 
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You don’t have to be a power tool expert to sell 


© SAWSMITH 


the ONLY Radial Arm Saw that does MORE ...with Add-A-Too/ 


MORE PROFIT ...™MORE POTENTIAL! This big ticket sale takes 
little more time to close than a small sale . . . offers bigger initial profit plus 
bonus profit on sawsMiTH accessories and Add-A-Tools, 

VIORE SALES APPEAL ...MORE FEATURES! sawsmituH does 
the work of a whole shop full of tools from a single power unit . . . a single 
stand! No other power tool provides so many practical features. 

MORE SALES SUPPORT! More than 25 million readers will see 
SAWSMITH advertised in Saturday Evening Post, Better Homes & Gardens, True, 
Popular Science, Mechanix Illustrated and Popular Mechanics. Millions more 
will see it on TV nationally. In addition, sawsmitu offers local cooperative 
advertising and promotions. 

MORE PROMOTION! sawsmitH promotes 12 months a year! Special 
offers make customers of prospects . . . special plans make purchase easy . . . 
special displays keep sawsMiTu out front. 


First of the Powerful SAWSMITH Promotions of 1961 CHOIC FE OF ANY 5 
SENSATIONAL SALE OF i¢ EACH 


e Reg. $8.20 Tool Rest e Reg. $8.95 Set of Auger Bits 


SAWSMITH ACCESSORIES | * Reg. $9.95 Drill Chuck Reg. $7.95 Molder 


e Reg. $9.55 Set of Lathe Chisels 
or many other valuable accessories to choose from 


Offers your customers savings up to $45.00 | pe rome 
e Reg. $39.95 Cabinet Base for only 5 pennies 


AT NO COST TO YOU! ae emeshranee eenes 


‘SEND FOR FRANCHISE DETAILS NOW YUBA POWER PRODUCTS, INC. == 


Tear a corner... ANY CORNER... from 
840 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 
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this ad, staple to your letterhead and 
' 
mail for prompt reply. 
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"L0-F window glass 
is so profitable 
we keep it up front !” 


says F. W. Boykin, Owner 
Boykin Lumber & Supply Co., Beaumont, Texas 


*Tt’s also a convenient location for our customers and for ourselves. 


“L-O-F Window Glass is the only brand we stock. We can get it from two 
or three local sources, so there’s never a delay. 


*“My son Burwell, who cuts most of our glass, says that we have less break- 
age with L-O-F Window Glass because it is easier to cut.”’ 


Learn for yourself why L-O-F Window Glass cuts easier, reducing wastage 
and increasing profit. Send for free booklet. It also shows you how to dis- 
play it — merchandise it. 


FREE BOOKLET: Has plans for building various 
sizes of display storage racks. Lists L-O-F quality sales aids 
to help you get more business. Order booklet, ‘‘For Greater 
Profits”, from your L-O-F Glass Distributor (listed under 
“Glass” in the Yellow Pages) or write to L-O-F, 6551 
Libbey-Owens:Ford Building, Toledo 1, Ohio. 





LIBBEY-OWENS-FORD WINDOW GLASS 
The glass that cuts easier, snaps clean 
TOLEDO !1, OHIO 
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Technical Details of New 


The new plant was designed by James N. Lindenberger, 
Chicago architect and architectural consultant to Building Ma- 
terials Merchandiser. Gene C. Jackson, Hines staff architect, 
assisted Lindenberger in site supervision. Structural engineers 
were Nelson-Ostrom-Baskin-Berman & Associates, Chicago. 
Basil Egon was the mechanical-electrical engineer. Original 
conception of the new yard came from W. B. Wunder, a 
Hines executive. 


LUMBER-HARDWARE MART: 5,040 sq. ft., approximate- 
ly 35’x144’. Plywood box beams 18’ above the finished con- 
crete floor span 35’ at 8’ centers; 2x6 double T&G fir deck- 
ing serves as ceiling and roof. The north wall is separated 
from the general warehouse by a 2x6 frame curtain wall be- 
low the box beam girder and between the timber posts. 

South store-front wall for 144’ is overhead clear-view glass 
garage doors of a new type with thin rails and plastic muntins. 

Only glass doors and glass walls separate the lumber-hard- 
ware mart from the showroom-office area. 

Air in the lumber-hardware mart is not heated. Infra-red 
gas radiant heaters mounted below the roof give the feeling of 
warm sunshine to shoppers without warming and drying out 
building products. This permits opening of overhead doors in 
bad weather without measurably altering the inside tempera- 
ture. 

Cost: lumber-hardware mart area, $5.50 per sq. ft. 


GENERAL WAREHOUSE: 9,360 sq. ft., approximately 
65’x144’. Again plywood box beams clear span 65’ and sup- 
port 2x6 fir roof boards. Floor is asphalt paving. The column- 
free warehouse has eight skylights, 84 sq. ft. each, supple- 
mented by rows of fluorescent lamps. The west wall, except 
for the 18’ wide overhead door, is completely sliding to allow 
opening for shallow mechanical storage. The east end wall is 
2x6 frame with a 24’ overhead door and a service door. No 
heating is provided in this area. The mechanical equipment 
room is in the southwest corner of the warehouse with bal- 
cony storage above. 


SHOWROOM-OFFICE AREA: 4,000 sq. ft., approximately 
36’x110’. The roof is a folded plate made of stressed-skin 
folded plywood panels 18’x35’ each, 7” thick. The 3%4” plywood 
glued and nailed for deck to the top of 2x6’s and %” 
plywood glued and nailed to the Soitom of the 2x6’s for 
ceiling, work with the 2x6’s to form a structural unit or 
panel which supports itself and snow and wind load without 
additional joists or beams. 

Within the 4,000 sq. ft. are three wood columns which sup- 
port the eight pair of folded panels, the floor is white vinyl 
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Hines Suburban Branch 


asbestos over a concrete slab. The front and yard side walls 
are %” plate glass. Frame and dry wall and glass walls separate 
the office and showroom from the general warehouse and from 
the lumber-hardware mart. 

A battery of high output power-groove fluorescent lamps 
span the center line of the showroom and utilize the white 
stained folded plywood ceiling to reflect 60-foot candlepower 
uniformly over the 4,000 sq. ft. area. A plastic egg crate dif- 
fuses the light at the fixture only. This is an example of 
functional as well as cost-saving engineering and is believed to 
be a first in this field. 

Underslab ducts provide warm air at the perimeter of the 
showroom and are designed to carry cool air in the sum- 
mer. An oil-fired boiler provides the steam coil for heating 
the circulating air. 

A sliding window provides communication between expedi- 
tor and drivers in the control corner, which projects into the 
yard area. Sliding glass pass-thrus connect branch manager to 
expeditor on one side and to bookkeeper on the other. 

Cost: showroom-office area, $12 per sq. ft. 


MILLWORK WAREHOUSE: 4,750 sq. ft., approximately 
66’x72’. Plywood box beams up 16’ span the 66’ providing 
column-free bulk millwork storage, receiving and holding 
area. The floor is asphalt paving. Lighting is by fluorescent 
lamps. The walls are 2x6 frame and the two north overhead 
doors are 12’ wide. A residential 8’x7’ garage overhead door 
connects this area to the store and serves as a working door 
model. 


COVERED YARD STORAGE: 9,400 sq. ft., approximately 
26’x360’. A covered storage with 13’ clearance under the 
eave, columns spaced 24’ on centers supporting a timber 
beam, joist roof and overhang. The rear wall, serving also as 
property fence and end walls, are frame-covered with Hines 
Aliwood siding. 


PRIVATE SIDING: The rail siding, running 230’ along 
the east property edge, is depressed so that boxcar floor is 
level with yard grade. A retaining wall permits lift truck op- 
eration into the cars. The yard layout was engineered by 
United States Gypsum Co. 


PATIO AND PARKING. A patio for outdoor improve- 
ment sales, 30’x100’, is adjacent to the store entrance. Parking 
for 32 customer cars is off the highway in front of the build- 
ing. Contractor and employe parking is in the rear near the 
contractor side entrance. 


NEW SELLING ERA 


(begins on page 60) 





end-use benefits of the complete job. 
New, modern ways to display build- 
ing materials such as floor and ceil- 
ing tile, roofing and siding are being 
used by contractor customers in the 
showroom area. 

“This is really a contractor’s show- 
room built at no expense to him,” 
points out Archibald. “It can save the 
contractor a lot of selling time with 
his customer.” 

Model rooms include a_ kitchen 
featuring Hines own cabinets, also 
built-ins; a children’s room and a 
study-den. Hines has built a colonial 
room to feature siding, wood win- 
dows, flooring, paneling and other in- 
stalled materials. 

In addition to promoting remodel- 
ing, the new showroom is expected 
to encourage new home sales. Stock 
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plans will eventually be supplemented 
by custom plans by a staff drafts- 
man. Component home parts will be 
available, from solid walls and panels 
fabricated at the headquarters yard 
to stressed-skin panels and box beams 
from the Hines Fabricator Service 
plant adjoining the St. Charles yard. 
Unusual features. The entire front 
of the store is an open showcase 
viewed through eight rollup clear-view 
glass doors, each 14’ wide, extending 
144’ along the south side of the build- 
ing. The door nearest the cashier is 
controlled by a button in the cashier’s 
cage. 
* Heating in the lumber-hardwore 
mart is by gas radiant heaters 
mounted below the roof. These give 
the feeling of sunshine without warm- 
ing and drying the lumber and other 
building products. 
* Special Lindenberger-designed fix- 
tures display ceiling and floor tiles; 
roofing and siding; builders’ hardware 
and full-sheet material samples. The 
(continued on page 74) 


A Splendid Example 


HE EDWARD HINES LUMBER 

CO. retail group is not the first, but 
only the latest, in the rapidly increasing 
number of lumber and building materi- 
als dealers embracing DSC “Dealer Sales 
Control” management methods for both 
the builder and consumer markets. 

In some ways, such as product diversi- 
fication and home improvement package 
selling, the Hines company has been be- 
hind other dealers. As a matter of fact, 
through the years it has been the small- 
town retailer in this industry who has 
pioneered the one-stop merchandising 
concept. 

But the St. Charles store and show- 
room, as described on these pages, indi- 
cates that the big Chicago retailer will 
be a true leader in store merchandising 
and home improvement package selling. 

And, while the company moves ahead 
on the consumer sales front, it also is 
active in prefabrication and other meth- 
ods of serving its builder customers. 

The Hines yards embrace most of 
the marketing methods of control used 
today by the well-rounded dealer. 


—The Editors. 
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NOVA,//SALES 


HY NOVAFOLD 


solid core plastic doors 


with advanced mechanical features 
in the low-medium price field 


You can pay 30% to 100% more—without getting any finer 
folding doors. Here is a combination of strength, mechan- 
ical excellence and fine appearance that is hard to beat 
at any price. 

The leaves are 4” wide—each having a solid core run- 
ning the full height of the door. This means rigidity, even 
on wide spans, with good insulation and sound-deadening 
values. 

The 12-gauge vinyl plastic covering has a luxurious 
leather texture. It is mildewproof, rotproof, washable and 
replaceable. Color-matched valances with the same solid 
core and vinyl plastic covering are available. Novafold 
Doors are made in 21 stock sizes and in six attractive 
colors: Off-White, Chartreuse, Dark Green, Beige, Gray 
and Red. 

Self-lubricating nylon slides run silently on a steel 
overhead track. Each door folds into a 4%” stack. Only 
a screwdriver is needed for installation; no furring, trim 
or roughing. 

Also available... NOVAFOLD CUSTOM DOORS— 
with pantographic mechanism—for folding doors, flexible 
walls and room dividers...in sizes up to 16’ high by 
25’ wide. 

Mail the coupon today for full information on this 
and other fine quality Nova Products. 


A wholly owned 
subsidiary of 
+ TRENTON 3,.N. J. Homasote Company ; 
In Canada: Homasote of Canada, Ltd., 224 Merton St., Toronto 7, Ont. 


Send the literature and/or specification data checked: 


© Novafold Doors O Nova Shakes and Shake-Panels 
© Nova Vista-Lux (Fiberglas ® -Reinforced) Panels 
© Novaproofing (for waterproofing concrete and masonry) 


NAME 


STATE 
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50 Years of 
Outstanding Pioneering 
in ALUMINUM PRODUCTS 


now climaxed by the Exclusive 


STERLITE* Finish 


years ahead of the field! 





*Sterlite is a new protective coating so superior to or- 
dinary anodizing that it more than meets the country’s 
most rigid requirements—(Air Force standards). This 
guarantees longer life, durability and beauty for 
Sterling Factories Aluminum Products than is possible 
with the light coverall treatment commonly found. 


The Exclusive That Makes Sterling Factories 


More Than Ever First in *FRAILINGS 
*COLUMNS *GRILLES 
*AWNING BRACKETS 


With Sterling Factories products you now get TWO selling 
advantages offered by no other line—Extra Heavy Gauge 
Top Quality Aluminum and the Exclusive Sterlite* Finish. With 
such superior advantages Sterling Factories products are 
your best buy. Others can offer no better value — which 
means with Sterling Factories products you can ring-up 
more sales, higher profits, faster turnover! 


STERLING FACTORIES 
2620-40 Cherry St., Erie, Pa. 


1961 - Our 50th Anniversary Year 
MAIL COUPON TODAY 


Sterling Factories, 2620-40 Cherry St., Erie, Pa., Dept. AL. 

| would like full details on Sterling Factories Aluminum Building Products. 
NAME 
ADDRESS 


CITY. 
% REGISTERED 
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flexible, furnished model rooms help 
sell remodeling jobs. 

* Depressed rail siding so boxcars 
can be unloaded at yard level. Re- 
taining wall permits lift truck opera- 
tion into the cars. 

* Two parking areas, one for 32 con- 
sumer-customer cars in front of the 
building, another for contractor-cus- 
tomers in the rear. 

* Paved patio area for sale of out- 
door living goods and specials. 


DWARD 

HINES LUM- 

BER CO., the 

largest _lineyard 

organization in 

the Chicago area 

and one of the 

best known in the 

country, is gather- 

ing all its re- 

Charles M. Hines sources — _  per- 

sonnel, training facilities and physical 

equipment—to do a more effective 
sales job at the consumer level. 

“Our die is cast on consumer serv- 
ice,” president Charles M. Hines told 
a BMM reporter. “Our policy is serv- 
ice unlimited rather than limited.” 

Admitting that his retail organiza- 
tion in years past hasn’t served the 
homeowner as well as it should, presi- 
dent Hines forcefully predicted that 
the Hines reputation with the home- 
owner will soon equal its well-known 
reputation for contractor service. 

One reason for the Hines failure to 
develop its consumer business to the 
maximum, frankly admitted the presi- 
dent, can be attributed to. an attempt 
to service the homeowner customer 
with the same personnel trained to 
handle contractor business. 

“You must have a specialized or- 
ganization and trained personnel for 
consumer business because the prob- 
lems of the homeowner and contractor 
are not alike,” emphasized Hines. 

New approach. The nucleus of an 
organization trained in consumer sales 
is already formed and is being trained 
and expanded under the direction of 
Wm. M. Archibald, general manager 
of branch yards. These men will not 
only be informed, but alert and friend- 
ly, promised Hines, admitting that 
these attributes have not always char- 
acterized Hines yard personnel by rep- 
utation. 

A carefully-planned program to de- 
velop home modernization business 
will be expanded, Hines added. All but 
One or two of Hines 27 yards in the 
Chicago metropolitan area will active- 
ly push big-ticket packages. This pro- 
gram, which started rolling early this 
year, has not yet reached maximum 
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Charles Hines Takes a Close Look at His Branch Yards 


New world. Store manager John J. 
West finds himself operating in a new 
world. His old downtown branch was 
a split-yard operation with a two-car 
parking lot and lumber storage han- 
dled piece-by-piece up the street. The 
store was cramped. 

Both a fork lift and carrier are 
available in the new yard capable of 
storing 2 million board feet. Even 
with a drop in new construction, West 
is confident the new yard will do 
more contractor business in 1961 
than the old yard. 

About 85% of the business at the 
old location was contractor and in- 
dustrial. West estimates a minimum 
of 30% will be a combination of con- 


HUADAUAA ELUATE EAD EAA AA ADE 


sumer and remodeling business in the 
a higher percentage 


new location, 
eventually. 

He has no clerks, except the ship- 
ping clerk, in his current organiza- 
tion. Two men handle contractor 
sales; three salesmen estimate and sell 
big-ticket remodeling jobs when they 
aren’t busy in the showroom. They 
receive salary plus commission on 
big-ticket sales. They have been re- 
lieved of all paperwork for one pur- 
pose—to sell. 

Remodeling headquarters. St. 
Charles is the most distant yard from 
central Hines headquarters in down- 
town Chicago. Manager West intends 

(continued on page 76) 
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President of Edward Hines Lumber Co. expects revitalized 
showrooms, new training program and merchandising policies 
will place consumer and remodeling volume on equal level 


with contractor sales. 


effectiveness, Hines said, but predict- 
ed that by fall his organization will 
be twice as well equipped in this de- 
partment as it is now in personnel, 
plans and training. 

“We are moving just as fast as we 
can, consistent with the conservative 
policies of this company,” said Hines, 
“but we are not throwing away any of 
the Hines hallmarks of integrity and 
absolute reliability. We won't stand 
for any high pressure selling. If a con- 
tractor lets us down, he’ll never get 
another chance. 

“We expect business to be a little 
slow at first, but we are gratified with 
our initial results,” continued Hines. 
“A percentage of homeowner remodel- 
ing complaints can be expected in the 
best operation, and Hines complainants 
even call the president sometimes. A 
Hines man is checking the validity of 
any remodeling complaint within 48 
hours,” said Charles Hines. 

“If a contractor doesn’t make good, 
we do,” he declared. “The satisfied 
customer is our pride. If we don’t get 
favorable comment from our custom- 
ers, we fail completely.” 

Model yard. Hines said the new St. 
Charles showroom will be a model for 
new and remodeled Hines stores to 


come. Each will be different and an 
improvement on the previous one, but 
the purpose is the same: to make each 
yard as interesting and inviting as pos- 
sible to the customer. 

Each yard will offer a combination 
of service and self-service. Prices will 
be fair, but not the lowest, probably. 
There will be plenty of service, but it 
will not be free. 

“If you get what you pay for, 
you're glad to pay for it,” is the way 
Charles Hines looks at it. 

He believes that his new St. Charles 
yard is laid out to achieve maximum 
economy of operation. “We intend to 
hold down expenses by every possible 
economy,” he remarked. 

While Hines is gathering speed for 
a stepped-up consumer program, it 
expects to expand its contractor vol- 
ume as well. In fact, some of the new 
Hines displays are being used by con- 
tractor customers as well as Hines’ own 
salesmen to sell their mutual customer, 
the homeowner. 

“We intend to sell as much new con- 
struction as we possibly can,” Hines 
concluded. ‘“‘We plan to expand both 
our consumer and contractor business. 
Our new emphasis is to put Peter and 
Paul on the same level.” 


Hines Credits BMM 





Edward Hines Lumber Co. executives paid tribute to the 
help received from this magazine in the training of its sales 
and management personnel and the design of its modern new 


store and showroom. 


James N. Lindenberger, architectural consultant to BMM, 
designed the new Hines showroom. 

Besides attending four management workshops directed by 
Art Hood, BMM management consultant, some 257 Hines em- 
ployes have been trained in exclusive clinics for the Hines 
organization led by Art. Four specialized clinics were held for 
retail management personnel, retail salesmen, wholesale ware- 
house salesmen and wholesale carload salesmen. 

“Art did wonders for all our people,” declared president 
Charles M. Hines. “We were pleased with Lindenberger’s ideas 


and recommendations.” 
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EXTRA WAL UE" FASTENERS 


* EXCLUSIVE 
RED FIBRE DISC 
KEEPS DIRT OUT 

OF THREADS. 


<a 


DIAMOND-P-® 
LAG SCREW SHIELDS | 


KEYSTONE® 


} EXPANSION SHIELDS | 


HOLLOW WALL 
_ ANCHORS 


#5 Times é 
Greater Thread Area... ~ 
No Stripping! 


beets: raat 

PLUS More Than 500 Other Items 
With “Built-In” Extras 

PLUS Exclusive Pole Line Hardware 


FREE SAMPLES 


and Pocket Guide to Better Fastening 
Send Request to: 


exclusive 4-Directional 
Expansion Fits 
etter ctenihe Holes. 


*Exclusive Nutstop 
Prevents 
Nut Pullout. 








* patented Feature: 
Wings Form Truss; 
nce t Bear on Bolt 


DIAMOND EXPANSION BOLT CO., INC. 511 North Avenue, Garwood, N. J. 
Circle No. 37 on Handy Cover Card 


SPC Lux-Right 
@\ AREAWALL 


esneteganaens tec 


e All Styles and Sizes 
e Instant Installation 


e Universally Adapta- 
ble for Most Makes 
of Areawalls 





Now protection from open areawalls 
without loss of light. Constructed of 
heavy cross weave steel wire on a 
frame of rolled bar steel. Hot dipped 
zinc coated after fabrication to insure 
f‘eecom mem rust and corrosion. 
Cross weave construction lets light in, 
keeps debris out. Easily supports the weiyht of playiag children, 
adults and lawn equipment. Just :e:onds to install, fits most makes 


of areawalls, 
SPC deep AREAWALLS 
SPC does its own deep corrugation for 


greater strength. SPC adds roll top 
edges for complete safety. SPC heavy 
galvanizing  sngeornd against rust and 
corrosion. The original areawall still 
sets the pace. All standard sizes and 
styles. Three grades to choose from. 


Write for full information on Areawalls and Guards 


e +. 
Saint Paul Corrugating Co. 
South End Wabasha Bridge, St. Paul 7, Minnesota 
Circle No. 38 on Handy Cover Card 





Rugged Design... 
Easy-to-Handle Balance 


RribaiIp 


HEAVY-DUTY 


PIPE 
CUTTERS 


cut 
straighter 
.-- sell 


faster 


Five Sizes 
for \y’’ tes 6” 


When a customer picks up a RITAID Heavy-Duty Pipe 
Cutter, he’ll instantly know why it makes pipe and 
conduit cutting far easier. Perfectly balanced, it gives 
a feel of confidence no other cutter can match. Extra- 
long shank protects handle threads . . . assures easy 
pressure application. Large, smooth handle gives a 
comfortable, powerful grip. Try it, and they’ll find 
a built-in cushion keeps the cutter wheel ‘‘on track” 
through hard or uneven spots. Rugged frame, guaran- 
teed not to break or warp, stays straight for clean cuts 
every time. 


For Work in Tight Places, 
Stock and Sell 
RIGZAID 4-Wheel Pipe Cutters! 


For sure sales, stock and display the world’s most popular line of 
RIGAID Work-Saver Pipe Tools... Call your wholesaler today! 


Circle No. 39 on Handy Cover Card 
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to make it the focal point for home- 
owner remodeling within a 15-mile 
radius. 

He is establishing a firm contractor 
relationship in each of the surround- 
ing towns to handle package remodel- 
ing jobs. West has two purposes be- 
hind this move. One, to make the 
Hines name and reputation a part of 
each community and, second, to es- 
tablish good financing contacts with 
local banks and savings institutions. 

Contractors do their own estimat- 
ing and give a firm quotation on each 
job. 

One of the first problems of the new 
branch is to build store traffic. Ad- 
vertising is being tailored by Hines ad 
manager, Dan Nikolich, to stimulate 
homeowner business by week-end 
specials like rose bushes and garden 
tools. The home improvement theme 
dominates most Hines ads. 

Ads with Hines-featured specials at 
the St. Charles branch will run in 
newspapers in St. Charles, Elgin, Ge- 
neva, Aurora and Wheaton. Other 
media include handbills and monthly 
fliers. No-toll phone numbers in sur- 
rounding communities is another in- 
ducement to call Hines. Five easy- 
payment plans, including a remodel- 


ing credit plan, are offered. 

Another powerful promotional tool 
used by Hines to stimulate home- 
owner business is HOME Mainte- 
nance & Improvement magazine, a 
quarterly consumer publication issued 
by Building Materials Merchandiser. 
Hines distributes over 15,000 copies 
of each issue of HOME to their cus- 
tomers. Thousands of copies go to a 
selected mailing list, others are avail- 
able at the cash counters of their 
branch yards. 

An unusual feature of this Hines 
promotion is a special four-page il- 
lustrated insert featuring Hines “One- 
Stop Home Repair and Remodeling 
Service,” including a variety of specif- 
ic home improvements, priced on a 
monthly basis and detailing five easy 
payment plans. 

Constant promotion. “We expect to 
keep some sort of promotional event 
going all the time with clinics and 
planned demonstrations,” said Niko- 
lich. “Once they come in and see our 
facilities, they'll keep coming back.” 

Personnel in the St. Charles branch 
numbers 13. These include yard fore- 
man, tallyman and three drivers, three 
consumer-remodeling salesmen, two 
contractor salesmen, a bookkeeper, a 
shipping clerk and store manager 
West. Jay Monson, the consumer 
sales manager, merchandised the new 
store. 

Most of the staff is concentrated in 
the store-showroom for Saturday rush 


business and a mobile cash register 
may be used in the lumber mart area 
at this time. Tape identification in the 
register in the cashier’s cage shows 
Hines’ departmental sales breakdown: 
lumber, wallboard, plywood, millwork, 
hardware and miscellaneous (includ- 
ing paint). 

Two warehouses are accessible 
from the showroom area. The general 
warehouse is 65’x144’ and the mill- 
work warehouse is 66x72’. (See 
“Technical Details of New Hines Op- 
eration.”) 

Model layout. Other new and re- 
modeled Hines stores are likely to be 
along compact lines, according to gen- 
eral manager Archibald. “We intend 
to increase the display efficiency of 
every store at least 50%,” he said. 
Sales increases of 10% to 15% have 
been noted in Hines remerchandised 
branches in the last six months. 

Right now the St. Charles area is 
growing but not highly populated, and 
Hines executives realize it may be 
several years before the sales poten- 
tial of their new layout is fully re- 
alized within their trading area of 
200,000. 

New cash-and-carry yards that are 
ringing the area strike no terror in 
Hines executive offices. They have 
only strengthened the Hines policy to 
offer quality materials and more ex- 
tensive service at an acceptable price. 
These inducements, coupled with ideal 

(continued on page 78) 





BIG PROFITS 


fe) amet pcelele) g 


protection of 
natural siding, 


in a 
small can! 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching wood colors and 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 
putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 


garage doors, 
fences 


WATERLOX 


A tung oil based clear 
exterior finish 


Tete leaves 
surface that 
)f sunlight 
ars down like a 


for redwood, fir, 
pine, cypress 





white for perfect matching of  PUt under adverse conditions. 


all popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you’re not handling Famo- 
wood now, get the facts today. 

Literature, prices, etc., sent im- ntributes to long lite 
mediately. - ad f ther-Lide. 
(Distributor inquiries invited.) 


n be added 


r drying time 


»t sample, attach 








r letterhead 


BEVERLY MANUFACTURING 


WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 50 on Handy Cover Card 
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1. Lumber arrives in 50-ft., double-docr box cars. 


HOW TO 


Unload a car in 
two hours with 
a 2-ton truck 


Sales-engineered lumber pays off 


in even the smallest yards! 


Lumber unitized in the Southwest system makes 
money for you! Figure it this way: Individual 
packages or “packets” are weight-keyed to fork lift 
capacities from 2 to 8 tons. Two lengths of stock 
are included in each 2’ x 2’ package. You get 
practical footages, enabling you to make job-site 
delivery without breaking mill strap. Each package 
is stickered with actual tally of pieces. Sell 

half or all of it, simply by cutting straps. 
Undercover shipment, plus less handling assures 
brighter, cleaner, more saleable lumber. 

Get the facts — write for new wall chart, 

or see your Southwest representative. 


VERSATILITY FOR 
ALL SIZE YARDS: 


Packages unitized 
to weigh from 

1600 Ibs. to maxi- 
mum of 13,200 Ibs. 


ot as 
3. If this 2-ton truck had shoe extensions, it could 
handle two 2’ x 2’ packages at one time. 


4. Encircling bands insure mobility of entire unit. 


No. 1 
way 


aitized Fx 


Southwest Forest Industries, INC. western Region Sales: 411 N. Central Ave., Phoenix, Arizona 
Eastern Regien Sales: 135 S. LaSalle St., Chicago, Illinois 
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GRIF} 


‘a good line 
to hansle 





Why have so many building supply and hardware dealers tagged Griffin 
as “A Good Line to Handle?” 


Because Griffin makes a product builders and architects respect; be- 
cause Griffin offers a complete line of hinges, straps, “t”’-hinges, brackets 
and braces; because Griffin prices its product to offer the distributor a 
good profit margin; because Griffin service is exceptionally quick and 
dependable. Write today for complete information and the name of 
your nearest distributor. Griffin Manufacturing Company, 1515 Cherry 
Street, Dept. 20, Erie, Pennsylvania, GRIFFIN HINGES 
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display facilities, easy customer shop- 
ping and trained personnel, offer a 
combination they believe no other 
competitor can match. 


THE HINES EMPIRE 


OUNDED in Chicago by Edward 

Hines on March 17, 1892, the first 
branch yard for Hines was established in 
1909. Hines today has 26 branch yards 
and a main headquarters yard in the 
Chicagoland area. 

About one-third of these yards are 
within the Chicago city limits. The fur- 
thest, the new St. Charles Home Center 
branch, is within 40 miles of downtown 
Chicago. 

The retail division is one of eight ma- 
jor divisions of the Edward Hines Lum- 
ber Co. Others are: purchasing division; 
engineering and development division; 
special products sales division; compo- 
nent division; hardware division; whole- 
sale division; wholesale lumber division. 

Hines claims to be the largest supplier 
of millwork for new construction in the 
Chicago area. Besides its retail operation, 
Hines has three warehouses serving 
branch yards and independent lumber- 
yards with millwork, plywood, hardware 
and allied products. 

Hines has extensive timber holdings 
and operates seven sawmill, millwork, 
hardboard and component mills and 
plants in Illinois and Oregon. Last year, 
Hines entered into a long-term exclusive 
sales contract with National Forest Prod- 
ucts Industries, Ltd., Vancouver, B. C 
for the marketing of white spruce and 
Douglas fir. 

Net sales last year totaled $67,780,468 
compared with $76,408,460 in 1959, a 
decline of 11.2%. However, the year 
1959 showed a net sales increase of 
24% over 1958. 

While sales in the retail division de- 
clined substantially last year because of 
a 26% drop in residential construction 
in the Chicagoland area, “reduced op- 
erating costs and better merchandising 
methods resulted in a satisfactory profit,” 
president Charles M. Hines stated in his 
annual report to stockholders. 

Branch yard sales approximate $20 
million annually. Intensified consumer 
selling and promotion and employe train- 
ing, started less than a year ago, is 
credited for a 10% pickup in consumer 
business last year and for an 8% gain 
for the first quarter of 1961. 

The retail profit picture for the first 
quarter of 1961 is better than a year ago 
and branch yard traffic is up 30%, ac- 
cording to Wm. M. Archibald, general 
manager of branch yards. 





Improved Barclite Panels 

New Yorkx—Barclite Corp. of 
America has introduced an _ acrylic 
resin reinforced plastic panel, said to 
be five times better than conventional 
panels in resisting yellowing and erod- 
ing effects of the elements. The firm 
also claims the new panels have a 
500% increase in retention of light 
transmission properties. 
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Knox B. McMasters, (left) President, Master Fabricators, Inc., Birmingham, Ala., 
explains one of his current projects to Emmett Burton, his Dodge Representative 


“At least 90% of our business is secured 
from our daily Dodge Reports’’ 


“On the basis of growth alone, Dodge Reports have 
returned their cost to us many times over. In fact, 
Dodge Reports have actually made possible a large 
part of that growth which otherwise might have 
passed us by,’ Mr. McMasters says. 

Master Fabricators is a thriving business that pro- 
duces products ranging from ornamental aluminum 
railings for building interiors to steel stairs, structural 
ironwork and missile launching platforms in use at 
Cape Canaveral. Mr. McMasters says, “Dodge Reports 
have made it possible for us to expand from a purely 
local supplier to one operating in a multi-state area. 
Even if we had a large full-time new business staff, we 
could not hope to produce the volume and accuracy 
of advanced construction news that Dodge Reports 
provide us.” 

Mr. McMasters emphasizes, “A review of Dodge 
Reports is a must for executive attention each morn- 


DODGE 
reports 


119 W. 40th St., New York 18, N. Y. 


i 


CORPORATION 
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ing. With competition as keen as it is in this day and 
age, we cannot afford to fall even 24 hours behind the 
very latest developments in the construction industry; 
otherwise, competing firms could take quick advan- 
tage of any lag on our part.” 

Whether your business is local, multi-state or 
national, your company can receive this kind of ad- 
vance new construction intelligence for precisely the 
areas you serve, at a mere fraction of the profits it 
will help you earn. For full information, send the 
coupon below. Or, consult your telephone directory 
for the Dodge Office nearest you. 


F. W. DODGE CORPORATION 
Construction News & Statistics Div., Dept, AL-51 
119 West 40th Street, New York 18, N. Y. 


I'd like to receive your free booklet, “(How to Get More 
Business in the New Construction Field” and details on 
how Dodge Reports can help me increa:2 volume and 
profits. 


Name 





Company 
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City Zone State 
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— manufacture and sell my own 


of ALUMINUM storm doors and 





RIGHT you ARE ! The aluminum storm door 


and window business is too big to ignore—too big to fight. Consumer and builder 
acceptance continue to shoot up... generating an ever-expanding market poten- 
tial. That's why so many alert, aggressive building material distributors are going 
all out— going Kelco—to capture their share of this highly profitable business in 
their own trading areas. ‘‘Lost sales’'’ become a thing of the past...for as a Kelco 
Fabricator you can meet and beat the challenge of competition on all fronts— 
pricing...service...quality...completeness of line. Get all the facts, now! You'll 
find the Kelco program of lineal fabrication one of the best moves you ever made! 


The Kelico Pian of Lineal and KD Fabrication enables you to become your 
own manufacturer of a complete line of storm doors and windows with minimum extru- 
sions and components. Jalousies from KD components, and aluminum thresholds are 
also included in the Kelco lineal program! 

As a Kelco Lineal Fabricator you manufacture where your market is. . . offering 
a complete line of first-quality aluminum storm doors and windows without expensive 
inventory or manufacturing costs! 


Kelco Supplies Everything You Need. Low-cost tooling, engineering help, 
financing, technical field assistance, sales and merchandising aids, full factory support— 
the whole package! Tooling is simple, inexpensive because of Kelco’s exclusive, simplified 
lineal techniques. No “special-skills” labor required, and Kelco helps you train in its 
own factory-school! 


NOW YOU CAN MANUFACTURE WHERE YOUR MARKET !S! 


a 


¥ 


i Picture Windows Two and Three Storm Doors Jalousie Doors 
Vertical Windows Horizontal Glide Windows Trea tin Windows aa tatiaeece 
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full line 


windows 7?”’ 


Check the many other ways 
it pays you to become a 
Kelco-franchised Fabricator! 


Bigger profits! As your own fabricator, 
you pocket the manufacturer's profit! 
Better competitive position! You protect 
your profits against competitive price- 
cutters! Better customer service! You 
manufacture where your marketis... 
give customers anything they want, 
faster, from your own shop! No expensive 
inventory! Kelco warehouses all the ma- 
terials you need...no costly tie-up of 
capital in inventory! You control quality! 
As your own manufacturer, you control 
quality of products you make! 


Or you can become a dealer 


... buying from a Kelco-franchised 
Fabricator in your area. You benefit from 
big savings, longer profits, speedier deliv- 
eries. You sell a better product for less, 
at higher profit. Many other advantages. 

MANUFACTURE WHERE 


BIGGEST PROFIT OPP 
i, SEND COUP 


A }\ 
CHOCCCCOCSEOCEOEHSEEEESEEEEEO OO OEEEEEE EOE 


KELCO DIVISION, Wells Aluminum Corporation, 
530 Henry Street, North Liberty, Indiana. 


Rush full details on Kelco Lineal Fabrication Program. 
| am interested in [[] Fabricating [] Dealership. 
NAME 


ADDRESS 


DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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; AERIAL VIEW OF 
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by WIGHLANDS | 


N NAPERVILLE 
HOMES . q IME SUBDIVISION WITH 


ALL OF THESE WONDERFUL CITY CONVENIENCES 
ARE ALREADY HERE! 


SCHOOLS 


IN NAPERVILLE, ILL. = 
_ MOSER HIGHLANDS 
IMPROVEMENTS 








ONLY, 35 MINUTES FROM CHICAGO'S LOOP apenciaege r 4 
550,000 PEOPLE saw this eight-page tabloid in a baie newspaper inviting them to a $400,000 model home show in sub- 
urban Moser Highlands. Among them were 5,000 prospective home buyers who drove to the subdivision on a Sunday to study 
the 19 models on display. This advertisement typifies the aggressive year-round promotion used by Harold Moser to pre-sell 
prospects on the advantages of living in his Highlands. 


Lumber Dealer's Massive Promotion 


¢ Dealer Harold Moser: ‘‘As a direct result of an eight-page NAPERVILLE, ILL. 
AROLD MOSER of Moser Lum- 


newspaper advertisement, our builder-customers have enough ber spends $65,000 a year to 
advance work to keep them busy for the next six months.'’ Here create a home buying atmosphere in 
; - : his Highlands subdivision located in 
is DSC (Dealer Sales Control) in action. this western suburb of Chicago. Sixty 
*: Builder-customer Don A. Tosi: ‘‘We had so many prospective percent of Moser’s advertising dollar 
is used during the first four months 
home buyers at our two models on a Sunday that we were kept of a year when the majority of High- 
: : . . . ” lands sales occur. 
busy just answering questions and making appointments. Ths sebicon deslex- ond .wioneet 
land developer promotes his subdivi- 
sion via mewspaper advertisements. 
Seventy-five percent of Moser High- 
lands homes are bought by transferals 
from other large metropolitan areas 
who are negotiating for their second, 
third and occasionally fourth home. 
“When a_ businessman transfers 
from one city to another, the first 
thing he usually does upon arrival is 
to pick up a newspaper to see what’s 
available in housing for his family,” 
said Moser. “He generally has in ex- 
cess of a 20%-25% down payment 
available, although we require as little 
as 10% down,” he said. 
When the eight-page tabloid repro- 
duced above was used in a recent 
Chicago newspaper to announce a 
$400,000 model show in the High- 
lands, the response to it was spectacu- 
lar. 
“It pulled 5,000 prospective home 


DEALER AND LAND DEVELOPER Harold 
Moser (left) with manager Don DuBeau, 
Moser Highlands, study plan showing 
available lots in his 600-acre subdivision. 
Moser now has enough land to keep his 
11 builder-customers busy for a 12-year 
period. 
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Keeps Builder—Customers Busy 


buyers to our show and provided our 
builder-customers with enough work 
to keep them busy for the next six 
months,” Moser said. 

“At least 500 prospects toured each 
of our two models between 10:00 
a.m. and 6:30 p.m. on a Sunday,” 
said builder-customer Don A. Tosi. 
“They kept us busy just answering 
questions and making appointments. 
There wasn’t any time left in which 
to sell.” 

Last year Tosi soid around 35 homes. 
This year his home sales are 20% 
above last year’s. Tosi also builds in 
other areas if the site is within 25 
minutes of Moser Highlands. And, 
like the other 10 participating builder- 
customers who operate in the High- 
lands under a gentlemen’s agreement 
with Harold Moser, he buys all of 
his building materials from Moser 
Lumber. 

Planned promotion. Moser’s 11 
builder-customers contributed $500 
apiece to underwrite half of the cost 
of the $10,700 advertisement shown 
above; Moser Highlands, which is 
owned by Harold Moser, paid the 
other half. The section was prepared 
by Connor Associates, under the di- 
rection of Don DuBeau, manager, 
Moser Highlands. 

Moser Highlands lots are sold only 
to the 11 participating builder-custorm- 
ers at an average price of $5,000 
for a 70-foot lot, including paved 
streets, sidewalks, concrete curbs and 
gutters, street lights, city utilities. 

“We budget $300 per lot for pro- 
motional advertising,” says Moser. 

The Highlands homes range in price 
from $19,900 up to $55,000, includ- 
ing the lot. Each builder-customer 





maintains two model homes the year- 
round. The models are completely 
decorated and furnished; yards are 
landscaped and lawns are seeded. 

Advantages to a dealer. Moser 
Highlands was started back in 1955 as 
just another avenue of sales for Mo- 
ser Lumber. Today, it represents 25% 
of Moser Lumber’s yearly gross esti- 
mated to be in excess of a whopping 
$3 million. 

Some 1,300 homes have been sold 
in the Highlands since Harold Moser 
began to develop land, sell lots and 
the complete home package to his 
builder-customers. 

“Ten of the original participating 
builders are still operating in the High- 
lands and most of them drive Cadil- 
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lacs,” Moser said. 

“Although we do not sell lots to 
individuals, we do develop many 
sales leads for our builder-customers,” 
explained the 47-year-old Moser, who 
actively engages in civic affairs. 

His father, Dr. Edward S. Moser, 
brought the family to Naperville back 
in 1915. “Dozens” of babies delivered 
by Dr. Moser have now grown into 
homeowners in the Highlands. 

The Highlands subdivision is a model 
of intelligent land planning by a deal- 
er. “The creation of a subdivision not 
only provides tighter control of the 
home package by a dealer, but it 
sells more homes especially when it’s 
backed by a well-planned promotion 
program,” Moser added. 
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more than three times a year! 





Thanks to Acme’s new stock control system 
for faster turnover, higher profits! 

That’s right. Acme—and only Acme—gives you a 
new basic stock line with a plan. The plan reduces 
inventory, keeps stock turning over... all with 
minimum obsolescence, limited tinting, and minimum 


stock space. Write us for full details today! 


| ACME 


QUALITY PAINTS, INC. 


Detroit, Mich. « Burbank, Calif. 
Garland, Texas 




















Acme Quality Paints, Inc. 
Dept. 1-51, Detroit 11, Mich. 


Please rush me full information on the new Acme 
paint inventory profit plan. 


NAME 





COMPANY 





ADDRESS 





CITY ZONE STATE 
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Show him 


DUO-FAST 


and you've 
made a sale 


Les Wallack, Lageschulte Lumber, Inc., 
Barrington, IIl., says, “Show customers 
a DUO-FAST Staple Gun and you’ve 
got a wonderful sales opportunity. We 
do and it helps sell a lot of DUO-FAST 
staples each year .. . plus a lot of ceiling 
tile and other building products, too.” 


John Patricelli, Heath Lumber Co., 
Trenton, N. J., states, ““‘Put a DUO- 
FAST Gun in the customer’s hand, and 
you’re on your way to volume profits. 
With our DUO-FAST loaner policy, 
we’ve boosted staple sales and we now 
sell over 10,000 sq. ft. of ceiling tile 
per month.” 


Tie-in DUO-FAST Tacker sales 
with ceiling tile and insulation to 
double your profits! 


Write for the DUO-FAST Dealer Deal, including 
the story on the DUO-FAST Free Service Policy. 


FASTENER CORPORATION 
3710-02 River Rd., Franklin Pk., Ill. 


DU0-FAST 


Staplers - Tackers - Staples 
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New Equ 


WT SU 


STRAPPING MAHOGANY trim with 
Avistrap cord. 


New Rayon Strapping 


TacoMa, WasH.—J. H. Lawson Mould- 
ing Manufacturing Co. has solved a 
long-standing materials handling problem 
by use of a new rayon packaging ma- 
terial, Avistrap, which may also have 
many applications for retail lumber deal- 
ers. 

The Lawson firm found that the new 
cord strapping does not damage its ma- 
hogany trim moulding, which is shipped 


ipment 


Hee 


PACKAGED MOULDING is loaded for 
shipment at Lawson Co. 


in lengths from 7’ to 22’, with an aver- 
age load weight of 1,000 pounds. 

Two %2”-wide straps are used for each 
unit of moulding shipped. The rayon ma- 
terial is said not to rust or discolor the 
trim, is light weight and easily dispos- 
able. It can be snipped with scissors or 
penknife. Advertising can be printed on 
the packaging material, which is manu- 
factured by the Industrial Packaging 
Dept. of the American Viscose Corp. 
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Letters to the Editor 


Controlling Builder Sales 
To the Editor: 


We have taken a great interest in 
your April 10th issue in the article, 
“Financing Controls Builder Business 
for Detroit Dealer.” 

Are more details available? Does 
Milton Strauss set up this program for 
other dealers? Any additional infor- 
mation will certainly be appreciated.— 
Duane A. Mewes, credit manager, El- 
gin (Ill.) Lumber & Supply Co., Inc. 


To the Editor: 


I read with interest your article on 
a subsidiary finance company that was 
established at the Wells Lumber Co., 
Detroit. 

Would you give me further infor- 
mation in regard to whom we could 
contact to establish an arrangement 
of our own along this line? 

I would appreciate any information 
you may have in regard to such a 
fine progressive step in connection 
with the lumber business.—Frank C. 
Daniels, Frank C. Daniels Lumber 
Co., North Kansas City, Mo. 


The Editor’s Answer 


For complete details, write to Mil- 
ton Strauss, the Detroit financier who 
arranged the Wells Lumber Co. pro- 
gram. The address: Milton Strauss, 
20th Floor, David Stott Building, De- 


troit 26, Mich. 


Aluminum vs. Wood 


To the Editor: 

I would like to comment on the 
“Aluminum vs. Wood” letter and your 
reply which appeared in the April 10th 
issue. 

The wood industry, according to 
estimates, has been losing some | 
billion board feet of lumber per year 
to slab-on-ground floors with asphalt 
tile. My floor system, if installed in a 
1,000 square foot house, would involve 
some $130 worth of metal floor sup- 
ports (at retail cost) but by using them, 
it would mean upwards of $500 worth 
of lumber sales, including joists and 
flooring. However, manufacturers of 
metal are not particularly interested 
in pushing a system like my plenum 
floor because they lose the sale of met- 
al ductwork for the heating system, 
which about cancels the sale of metal 
supports. The people most interested 
have been the lumber people who see 
that by selling 20¢ worth of metal, 
they can sell 80¢ worth of lumber 
products which otherwise would be 
no sale at all. 

It seems to me that the time has 
passed when one may expect to profit 
by acting like the proverbial ostrich— 
ignoring the outside world.—G. J. 
Stout, Templin-Stout, Inc., Vero 
Beach, Fla. 
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Hardware Store Business 


New Literature 


Time-Saving Card——See Back Cover 


Lawn Care. What a homeowner needs to know to start, re- 
new or maintain a beautiful lawn is contained in a 24-page 
“Lawn Care Guide” just published. It details the landscape 
value of lawns; lawn-grass selection for various climates and 
various uses; starting new lawns; lawn maintenance; and 
tips on mowing. To obtain the guide, send 25¢ in coin or 
stamps to Moto-Mower, Inc. 

Circle No. 229 on Handy Cover Card 


Skil 500 Line. Skil’s consumer line of power tools and acces- 
sories is fully described in a new, illustrated “S00 Line” cata- 
log. Eleven new tools out of a total of 19 listed include’ 
%” drill; three Skilsaws; jig we a drill and power unit for 
Snap/Lock tools; %4” drill kit; %” drill; de luxe orbital sander, 
shrub and grass shear and Bede trimmer. For copies of the 
new catalog, write to Skil Corp. 

Circle No. 230 on Handy Cover Card 


Paint Sprayers. “How to Paint Like a Pro with a Sprayer” 
is the title of a new illustrated home painting manual. It con- 
tains instructions for spraying unpainted furniture, screens, 
radiators; garden spraying; mothproofing; and outdoor spray- 
ing. Burgess Vibrocrafters, Inc. 
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Bathroom Accessories. Lawson medicine cabinets and a 
comprehensive line of bathroom accessories are fully de- 
scribed in a new catalog available free of charge. Write The 
F. H. Lawson Co. 

Circle No. 232 on Handy Cover Card 


Steel Strapping. A new strapping mechanism used in Acme’s 
F-7 series of steel strapping machines is illustrated in a new 
two-color folder. It fully details how the 75-pound unit can 
be custom engineered in F-7 installations to achieve any de- 
gree of automation desired for production line steel strapping. 
Copies of the folder are available from Acme Steel Co. 

Circle No. 233 on Handy Cover Card 


Power Tools. A new 34-page buying guide describes 72 port- 
able electric tools plus 400 accessories. It gives detailed speci- 
fications and application of each tool and lists all Porter-Cable 
authorized service stations in the United States and Canada. 
Guide is available without cost from The Porter-Cable Ma- 
chine Co. 

Circle No. 234 on Handy Cover Card 


Called “Home Insulations,” a new 24-page manual con- 
tains design data for insulating air-conditioned and electrically 
or conventionally heated homes. It includes new money-saving 
methods of estimating heating and cooling equipment loads by 
use of a simplified “R” system. For a copy of the booklet, 
write to Owens-Corning Fiberglas Corp. 

Circle No. 235 on Handy Cover Card 


Roller Rentals. A pocket-size booklet, designated DM-37, 
describes a flexible, cost-saving roller rental plan. It fully de- 
tails how all models in the Galion line of tandem, three-wheel 
and pneumatic-tire rollers are available under the Galion 
Rent-a-Roller plan. For free copies of the booklet, write to 
The Galion Iron Works & Mfg. Co. 
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DESK 
CLOCK 


rder 250 


FREE! 


When you ¢ 
No. 1191 


© $4.95 retail value 
30 hour movement 


or more pens 


ee 


AT LAST! A BUSINESS 
CARD THAT KEEPS 
REMINDING! 


Let us put your business card in- 
ormation: on this Heritage pen and 


This is the 


No. 1191 pen 
shown actual 


in 250 lots 


9 ca. 


in 500 tots 


81, ¢ ea. 


Remember... the pen in 1000 lots 


you give writes the 
orders you receive 


PRICES INCLUDE YOUR IMPRINT . . . FOB our factory 


YOUR ADVERTISING WILL NEVER COME OFF... 
IT’S PROTECTED BY A TRANSPARENT COVER 








New fool-proof top 
action movement al 


ways works 


Your ad here under 
transparent cover. It 
stays to advertise 


improved ink 
cartridge guaranteed 
to write 5 fonths 


ORDER YOUR SUPPLY TODAY! USE THIS COUPON — 
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To: HERITAGE MANUFACTURING CORP. 
402 Heritage Building 
Fort Worth, Texas 


#1191 Heritage pens at 


Send (250 minimum) 
Print this ad on each one. 


low prices shown above. Assorted colors. 








Bill me later 


Check enclosed, ship 
post paid 


ALSO, PLEASE SEND ME MY FREE DESK CLOCK! 


Ship to 














Address. 





State 


YOUR SATISFACTION GUARANTEED ! 


City 





Send 
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Hardware Store Business 


Building 
Materials 


MERCHANDISER 


New Sales Aids 


Free Racks to Help Sell Painters’ Tools 


Three metal-frame displays, which can be hung on perforated 
hardboard or placed on a counter, hold a complete self-serve 
department of putty knives, wall scrapers, wood scrapers, 
spackling knives and painters’ specialty items. 

The 24”-high racks, which are free to dealers, may be used 
in any arrangement. All items are carded with how-to hints 
for do-it-yourselfers. The displays yield profits ranging from 
$10.68 to $13.38; total list prices to the dealer range from 
$26.70 to $33.45. Red Devil Tools. 
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For more facts, 


Assortment Offers Dealer over 41% Profit 


A new tape, tape rule and refill assortment is priced to pro- 
vide the dealer with a gross profit of 41.41%. It includes 23 
items selected in ratio to sales. All items are in hang-up pack- 
ages that will fit onto existing displays. 

Assortment contains 7 Mezuralls, 6 MezurMatics and 4 Pee 
Wee tape rules; a 100’ Banner tape and 5 Universal replacement 
blades. The merchandise has a total retail value of $44.38; 
when purchased as a Quik-Turnover Assortment, it costs the 
dealer only $26. The Lufkin Rule Co. 

Circle No. 238 on Handy Cover Card 





use handy back 


cover coupon. 





MODERNIZE 
ees was Locks “SMU 


Weiser Offers Free Profit Kit 


A new “Weiser Profit Kit” contains 
colorful envelope stuffers, wall display 
banners, newspaper ad mats and a book- 
let on “Improved Lock Selling.” The 
booklet suggests ways for dealers and 
their salesmen to upgrade sales and to 
stimulate additional lock sales through 
more creative selling. The wall banners 
remind customers to “dress up” their 
homes via use of modern hardware. 

The kit is available free to dealers 
who write the Weiser Company. 
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Promotes Ridgid Pipe Dies 


A brightly painted wall display is of- 
fered free with the purchase of 52 sets 
of pipe dies. Unit holds 10 popular sizes 
of dies from %” to 2” 

Designated Ridgid No. 51, the dispens- 
er is made of sturdy sheet steel, lacquered 
in red and white. Handy hang-up holes 
make mounting of unit easy. Individual- 
ly packaged die sets slide easily into 
slots. Large size markings make die 
selection and inventory control fast and 
simple. The Ridge Tool Co. 
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Rehandling of Tools Made Easy 


A new chart makes it easy to select 
the proper repair handle for garden and 
lawn tools and shovels. It illustrates and 
describes each handle and identifies the 
tool it fits. The chart includes step-by- 
step instructions for rehandling tools. 

Entitled “True Temper Basic Repair 
Handles,” the chart may be obtained 
by writing direct to the manufacturer. 
It is printed on 8%” x 11” card stock 
and is punched for easy hang up. True 
Temper Corp. 
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Hy-Ko Has Two Assortments 


Two standard assortments of the Hy- 
Ko line are available on swinging panels. 
The panels are designed with brackets 
for mounting to Reflector, KV or Dar- 
ling fixtures. Or, they may be mounted 
on perforated hardboard. Each item is 
hung individually on the panel for fast 
self-service. 

Hy-Ko offers dealers a large or a 
small assortment, each with a free pan- 
el display. For full details about the 
two “Merchandise Mart” units, write 
Hy-Ko Products Co. 
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Kentile Selling Center 


An eye-catching floor unit is designed 
to help dealers promote Kentile waxes, 
cleaners and floor finishes. Literature 
at the top of the five-foot-high display 
makes it easy for a homemaker to select 
the catalog that interests her. Provision 
is made above the unit’s identifying sign 
for special promotional booklets. 

Shelves hold samples of waxes and 
cleaners. These include Kentile’s Vinyl 
Floor Finish, Vinyl Floor Cleaner and 
Kengrip Wax. Kentile, Inc. 

Circle No. 243 on Handy Cover Card 


(continued on page 90) 
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ANOTHER NEW 
MONEY-MAKER 
by Bridgeport 


S 


ANOTHER NEW 


MONEY-MAKER 
by Bridgeport 


Bridgeport 


CUSHION GRIP 


SCREWDRIVER 
DISPLAY-DISPENSER No. 2703 


Here's What 
Vou Get! 





37 


CUSHION 
GRIP 
SCREWDRIVERS 








The finest 
screwdrivers 
ever made! 


NEW! 
Patented 


(U.S.A. Patent 
No. 2871899) 


INTERLOCKED 
‘Tongue & Groove’ 
Handle... 
Cannot slip, 
slide, twist or 
come off! 


EYE-CATCHING 
SELF-SELLING 
4-COLOR DISPLAY 
WORTH $5.00 


FREE 


WITH ORDER FOR 
ONE NO. 2703 DEAL 


MR. DEALER—Here’s just what you need to 
cash in on the tremendous popularity of 
Bridgeport CUSHION GRIP Screwdrivers! 
It's a complete Cushion Grip Screwdriver de- 
partment in one striking display-dispenser! 
You get 21 of the most popular styles 
and sizes — regular points and genuine 
Phillips points, and a sales-making display 
Free with the deal! 


TOTAL RETAIL $& 30 


VALUE $ ey 
36 


DEALER COST 
DEALER PROFIT +4 s* 


You can't go wrong with top quality Bridge- 
port CUSHION GRIP screwdrivers! They're 
tested and enthusiastically acclaimed by 
mechanics and home craftsmen for their 
EXTRA TURNING POWER, SUPER COMFORT- 
ABLE GRIP, BLISTERPROOF, UNBREAKABLE 
HANDLES, and CHROME PLATED BLADES! 
So start making big money on Screwdrivers 
now! Order Deal No. 2703 from your jobber 
or write: 





THE BRIDGEPORT HARDWARE MANUFACTURING CORP. 
Bridgeport 5, Conn. 


Subsidiary of PUROLATOR 


PRODUCTS. INC. 
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Counter Top full 1%2’" thick; available with or 
without backsplash. 


Insert Style “B” with stainless “T” sink frame 
shown. Also Style “A,” portable block with stain- 
less counter insert; Style “C" insert machined 
with Y2‘’ flange for drop-in positioning. 


Chopping Block full 134’ thick. Pastry-cutting, 
Bread, Ham and Lunch & Serve Boards 
also available. 


Hardware Store Business 


Puts Hardware in Blister Packs 

Security’s new eye-catching _ blister 
packs are especially designed to remind 
a customer that his storm doors need 
replacement parts. Door chains, striker 
plates, mortise locks, mortise latches, key 
locks, key latches, knob locks, door clos- 
ers and chain door locks are part of huge 
selection of hardware available in the 
blister packs. 

Modern design locksets and other mod- 
els of door closers and knobs also are 
available. Write for new catalog. Secu- 
rity Storm Lock & Hardware Corp. 
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NEW SALES AIDS 


(begins on page 88) 


Push-Button Paint Dispenser 

A new Plax Spray self-service mer- 
chandiser is shipped assembled and holds 
80 large 16-ounce aerosol cans, yet re- 
quires little space. 

An eye-catching he ad piece holding 
large color chips tops the unit. The 
rack is equipped with the latest colors, 
which are indicated on each cap for 
quick identification. A full 40% discount 
is offered to dealers. The merchandiser 
is available at no charge with assort- 
ment. For further details, write maker. 
Lowe Brothers Co. 
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imagination its he ceiling! 


COME IN AND SEE THE EXCH.ci& 


Kit and Display to Boost Sales 
of New J-M Ceilings and Floors 


A new kit (left) for dealers is chock- 


full of merchandising aids designed to 
promote J-M’s new line of high-style 
ceiling panels, including the first ceiling 
and floor especially designed for each 
other. Also available is a new, illuminat- 
ed display (right) showing actual sizes 
of the new J-M ceiling panels. 

Two brochures, “Imagination Hits the 
Ceiling” and “Facts about J-M Ceilings 
and How to Install Them,” are included 
in kit for consumer handout. Also in kit 
are preprints of national advertising, free 
ad mats, wall banners and window 
streamers. Johns-Manville. 

Circle No. 246 on Handy Cover Card 


Write today for free 
copy of this color-tone 
illustrated bulletin list- 
ing specifications and 
sizes for the full line of 
Sensenich Woodenware. 
Stocks of all products 
are on hand ready for * ys j 
prompt delivery. A ere iid 
“a 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
Circle No. 42 on Handy Cover Card 
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For more facts, use 
handy back cover 
coupon. 
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INOW] . . . PATENTED PUMP JACKS 
CUT SCAFFOLDING COSTS 65% 
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@ Hottest selling scaffold in the U. S. In 
use over 35 years. Contractors work faster, 
safer and easier. Makes all other brackets 
old-fashioned. Platform moves up with the 
work by a simple foot lever operation. 
Automatic locking. Low in price. Full 
markup. Display ’em; sell em. Some exclu- 
sive areas available. 





P ache \ Write today for 4 page catalog & prices. 


Monutacturers of Dependable Equipment Since 1902 
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‘Can 


SLIDING DOOR 


A COMPLETE LINE FOR 
EVERY BUILDING NEED 


GUARANTEED TROUBLE FREE 


Sell it for a Big Profit 
Sell it with Confidence 


Sold only through Distributors 


Write Today." 
_ For Complete 
. information 


-Keil 


| Hardware Mfg. Co., Inc. 
2581 Atlantic Ave. - Dept. B- ~ Brooklyn 7, N.Y. 
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RING & KNOB 





Pat. Pending 














Actual Size 
Shown in all 
Diagrams. 









































Knob Projection %.” 





SMART LOOKING © EASY TO INSTALL 


Nos. 425 and 426 lend a fresh look to any application. 
Rings are of ample size for one or two finger-grip. No. 
428 has only a 6" knob projection. Practical for lou- 
vered, bi-folding and wardrobe doors. Nos. 425, 426 
and 428 made in wrought brass or bronze, hand pol- 
ished, in standard finishes. See catalog page 50A. 


THE H. B. IVES COMPANY 


NEW HAVEN, CONNECTICUT, VU. S. A. 
Circle No. 51 on Handy Cover Card 
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Sell complete do-it-yourself 
TERMITE 
ad COMB —Om ee] 


in your store! 


So 


MBO 


as 


= INJECTOR 





offers your customers 
an effective, 
economical method of 
subterranean 
termite control! 





Destructive subterranean termites 
do millions of dollars worth of 
damage yearly to unprotected build- 
ings. Professional control methods 
may be involved and costly. But 
now the Ross Soil Injector makes 
it possible for every home owner 
to protect his property against 
damage easily and at modest cost. 
The Ross Soil Injector simply at- 
taches to garden hose, Chlordane 
cartridges are placed in cartridge 
chamber and the injection tube is 
inserted in ground near founda- 
tion wall. When water is turned 
on Chlordane emulsion flows into 
soil to form a uniform lethal bar- 
rier that controls termites 
for years and years. Tested 
and accepted for infesta- 
tions and preventive treat- 
ment. Complete Ross Soil 
Injector Kit includes every- 
thing needed to termite- 
proof average home. Show, 
stock and sell the Ross In- 
jector. It’s a wonderful new 

profit item! 

RETAILS FOR $42.50 
Send coupon for FREE 

information and literature 


SRA eT RES 


ROSS INSECTICIDES, INC. 
115 S. W. 8th Street/Des Moines, lowa 
Please send complete details and ordering 
information on the Ross Soil Injector. 


MM-5221 
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IMPROVEMENT IN TEMLOK SHEATHING 
was announced at Armstrong wholesaler 
convention. 


LANCASTER, Pa.—A nationwide re- 
tail sales training program to help 
lumber and building materials dealers 
increase their volume and profits in 
ceilings has been announced by the 
Armstrong Cork Co. 

The program will get underway 
early this fall with a series of dealer 
training meetings to be conducted by 
Armstrong wholesale distributors in 
conjunction with the company’s field 
sales force. 

It will include a number of new 
motion pictures and slide films. The 
bulk of the program will show dealers 
how to improve merchandising and 
selling techniques for the ceilings line. 
The dealer program was announced 
at the 13th annual convention of the 
Armstrong Building Products Whole- 
sale Distributors here. 

Market test. A coordinated program 
of advertising and dealer promotion 
was tested by Armstrong in the Co- 
lumbus, Ohio, market for a two-week 
period in April. The experiment de- 
monstrated that there is a large po- 
tential for ceilings sales waiting to be 
tapped, the wholesalers were told. 
J. V. Jones, general sales manager 
of the Armstrong Building Products 
Division, said that many profitable 
market opportunities are opening up 
which call for new and imaginative 
retail sales techniques. 


NEW 10-PIECE CEILING TILE CARTON 
designed to supplement the standard 60- 
piece package was introduced. 


Armstrong Cork Launches Dealer Sales 
Training Program for Ceiling Tile 


F. W. Huffman, manager of mar- 
ket development and sales training, 
pointed out that numerous specialty 
operations—ranging from  cash-and- 
carry yards to the package home re- 
modeling firm—have all but replaced 
the old line lumber dealer that was 
once the sole supplier of most types 
of building materials. 

Awards. Wholesalers who achieved 
the highest percentage increase in 
Armstrong products in 1960 over 
1959 were cited at the meeting. They 
are: 

Lee Storey & Co., Brooklyn, N. Y.; 
Miller Millwork Co., Charlotte, N. C.; 
Interstate Sash & Door Co., Canton, 
Ohio; Fisher Lime and Cement Co., 
Little Rock, Ark.; and Halley Whole- 
sale Co., Santa Barbara, Calif. 

Products. Special announcements 
made during the convention included 
the following: 


—a major improvement in Arm- 
strong’s line of Temlok sheathing. 


—a new 10-piece ceiling tile carton 
designed to eliminate the problem of 
split carton sales by retailers. 


—a new decorator tile pattern. 


—Armstrong’s new hardboard sid- 
ing plant in Macon, Ga., will be com- 
pleted and in full production this year. 








EXCHANGE 


MANUFACTURERS 


Since 1879 





SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City 6, Mo. rwx xc-«s 
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Everything in a Nutshell 


TRENTON, N. J.—Homasote Co. 
has offered lumber and building ma- 
terials dealers a powerful sales aid 
that is always up to date. Vice presi- 
dent F. Vaux Wilson, Jr. said the 
company’s 18 different 3-color Nut- 
shell cards pinpoint various uses of 
Homasote products and tie in with 
this year’s national advertising. 

“These Nutshell cards have had a 
very favorable reception,” Wilson 
noted. “We think they help the deal- 
er concentrate his thinking on one 
product each month. Use of these 
3”x6” cards injects as much auto- 
mation as possible in merchandising 
Homasote products.” 


Roly-Door Manufacturer Pays 
For Telephone Book Ads 


BUFFALO—The total cost of Mor- 
rison Roly-Door dealer’s Telephone 
Directory Yellow Page Trade Mark 
and Trade Name advertising will b2 
paid anywhere in the United States by 
the Roly-Door Div. of Morrison Steel 
Products, Inc. here. 

One hundred percent reimburs?- 
ment for Yellow Page advertising is 
part of Roly Door’s “Customer 
Oriented” Cooperative Promotion 
Plan, in which the company foots the 
bill for two-thirds of dealer’s co-o> 
advertising expenditures and prepares 
special advertising materials for in- 
dividual dealers. 


Manufacturer Chiefs Honor 
Hechinger’s Golden Year 


WASHINGTON—Top leaders of lum- 
ber, building materials, hardware 
and garden supply manufacturers met 
with the Advertising Club here April 
25 to celebrate the SOth anniversary 
of their largest local outlet, the Hech- 
inger Co. Mrs. Sidney L. Hechinger, 
widow of the founder; son, John W., 
now president of the chain; and Rich- 
ard England, merchandising partner. 
represented the company. 

In addition to Daniel W. Bell, 
board chairman, American Security 
& Trust Co., who spoke for local 
business; and E. Colin Baldwin, presi- 
dent, Sherwin-Williams Co., represent- 
ing the suppliers; Neal J. Hardy, Fed- 
eral Housing Administration commis- 
sioner, helped honor Hechinger’s. 
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MEN /n the news 


¢ A. W. Teich- 

meier has been 

appointed director 

of merchandising 

for United States 

Plywood Corp., 

according to 

Monroe W. Pol- 

lack, vice presi- 

‘ dent in charge of 

A. W. Teichmeier = sajes. In his new 

post, Mr. Teichmeier will supervise 

merchandising plans and programs for 

U.S. Plywood’s wide range of products 

distributed by 137 sales outlets and 

warehouses. He succeeds M. K. Peter- 

son, now vice president-marketing ad- 
ministration. 


¢ Martin F. Stuck, a prominent build- 
ing materials merchant in New Smyrna 
Beach, Fla., has been elected presi- 
dent of the Georgia-Florida Hard- 
ware Assn. 


* Bert Josephson, president of Royal 
Aluminum Corp. (formerly Royal Ja- 
lousie Corp.), Hialeah, Fla., announces 
his partnership with Albert S. Miller, 
formerly national sales manager of 
Daryl Products Corp. Mr. Miller takes 
over the post of executive vice presi- 
dent and will direct the entire sales 
and marketing program for Royal 
Aluminum Corp., and will be pri- 
marily concerned with introducing the 
new Royal-Wall System of home ad- 
ditions, trailer additions and _ free 
standing cottages. 


¢ Dee Belveal, former executive vice 
president, Retail Paint & Wallpaper 
Distributors of America, has been 
named vice president and _ general 
sales manager of The Reardon Co., 
St. Louis. 


* United States Plywood board of 
directors has elected M. K. Peterson 
vice president-marketing administra- 
tion and J. D. Kayne vice president- 
branch administration. 


¢ Hugh A. Shaffer, sales manager 
of the Michigan-California Lumber 
Co., Sacramento, has been elected 
president of Ponderosa Pine Wood- 
work, national association of Western 
Pine producers and millwork manu- 
facturers. 


¢ Allan B. Cook 
has been appoint- 
ed general sales 
manager of A biti- 
bi Corp. He will 
also serve as a 
member of the 
board of directors 
for the corpora- 
tion. Alan B. Cook 


GET INTO THE 
SWIMMING 
POOL 


WE »* =e 
take the ‘ ; 


Risk... 
YOU take 
the Profits... 


modern 


POOL EQUIPMENT 
AND CHEMICALS 








Highly seasonal, but highly profitable Pg 
that’s the danger and the lure of the Pool 
Supply Business. Now Modern eliminates the 
risk ... gives you a one-step resource fo. 
your complete department . . Muarantees 
the sale of your stock to 90% of your initial 
order ... supplies the know-how you need 
for a profitable operation. You're in 
business at the start of the season 

clean when the season ends ... and y 
made money all the way. Write on your 

ter head for complete details without obli- 
gation. 


FREE! 

The industry's most complete 
“*bible’’...48 pages of authori- 
tative facts on pool care and 
operation PLUS descriptions, 
photos, prices on every item 
required for pool construc- 
tion, operation and mainte- 
nance. 


MODERN, One Holland Ave., White Plains, N. Y. 
PRINT NAME Lik 
ADDRESS 
CITY STATE 60E 
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i SETH 
Builds gusiness 


102 ‘*Suburban’”’ 


Knocks Down or Re-assembles 
in Just 30 Seconds 


Exclusive K-Brace, slide- 
in seats and top assure 
practical 30-second 





knock-down, re-assembly. 
Far easier, faster, stronger 
than so-called ‘“‘folding’’ 
methods. 

NEW LOW PRICES 


This and other models at 





lower prices, for every family 

. . parks, clubs. Complete 
range of styles and prices! 
Dealer or customer furnishes 
lumber. Ask your wholesaler, 
or write... 
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TEN YEARS OF INSULATION BOARD PROTECTION 
('/2-inch Basis, Surface Measure) 


Building 
Board Sheathing Lath 
1950—428 392.2 576,033.5 
1951—421 ,504.0 
1952—263,061.7 
1953—226,621.4 
1954—192,901.7 
1955—187,070.8 
1956—169,834.0 
1957—131,104.4 
(958—118,415.1 
1959—112,517.1 
1960—101,090.0 
Acoustical 
Board (Dealer) 





665,099.0 
Insulating Roof 
Deck 





1950 

1951 

1952 

1953 

1954 

1955 

1956- 

1957 

1958 d . 
1959— 206,42 73,566.9 
1960 216, 64,652.0 
Source: Insulation Board Institute 


Tile Board 


(Wallboard) Roof 
Thin Board Insulation 


87, 617.8 8 ony 4 3 
968.9 506.6 


79,775.9 309, 252.5 
402,871.7 


Plank 





662,403. 0 
All Other 


Insulating 
Formboard 


SUIIIIIII| 


35,545.0 350,491.0 


Insulation Board Sales Disclosed 


New YorkK—From 1950 to 1960, 
total fiberboard production by member 
companies of the Insulation Board In- 
stitute increased 15.4%. The record 
production year was 1959 when IBI 
member companies produced 2,186,- 
087,600 square feet of products for 
construction. Sales also exceeded 2 bil- 
lion square feet (12” basis) in 1960. 

Charles M. Gray, IBI manager, 
released the production data for the 
first time last month. Statistics will 
be released each year in April. 


Gray said that the Institute is mak- 
ing available the information from 
the 14 company members to add val- 
uable data on home and farm build- 
ing and remodeling. 

Sheathing. The insulation board 
people point to wall sheathing as one 
of the growing markets for their 
products. 

As recently as 1946, fiberboard 
sheathing had only about 14% of the 
total market for sidewall sheathing; 
by 1960, fiberboard’s share of the 


sheathing market had increased to 
slightly more than 45%, the IBI re- 
ported. 

Pointing up the advantages of fiber- 
board sheathing, Gray said that the 
primary advantage is that it provides 
substantial insulation value for walls. 
The large 4’x8’ sheets cover studs fast 
and cut labor costs, with a materials 
waste reduction up to 10%, accord- 
ing to the association. 

Insulation Board Institute studies 
indicate that lumber is used for about 
30% of the sheathing market; gyp- 
sum 13%; plywood, 10% and other 
products, 2%. 

Sound’ conditioning. Fiberboard 
acoustical ceiling tile is another 
growth line for the 14 member com- 
panies of IBI. 

In 1954, enough fiberboard acous- 
tical ceiling tile was purchased through 
lumber and building materials deal- 
ers to sound-condition almost 350,- 
000 12’x15’ rooms. From 1954 to 
1960, sales of the acoustical tile 
soared 345% 

Rigid roof insulation board has 
tripled in sales during the past dec- 
ade. The Institute reports that produc- 
tion totaled over 239 million square 
feet (42” basis) in 1950 and more 
than 622 million square feet in 1960. 

The board is used as the base for 
built-up roofs. 

Insulation board products which 
declined in sales during the past dec- 
ade are insulation board lath, thin 
board and wall plank. 





Now add a profit plus on 
every sale of paneling with 


SHURWOOD 


ELECTRICAL OUTLET COVERS 


Rpt ee sae te ot pe ee 


NEW PROFITS FOR YOU in attractive panel-matched elec- 
trical outlet covers. 


EIGHT STYLES POPULAR WOODS 


packaging 


CARBORUNDUM 


for portable disc sanding 





* 
Single Toggle Retail x 
Duplex Receptacle 49 ° 
Telephone Outlet Each 
Blank Cover Ki 

Retail bd 
* 
* 
. 
7 
> 


BIRCH 
WALNUT 
ASH 

OAK 
Double Toggle ra CHERRY 
Combination Single Each TEAK 
Toggle and Duplex = aso MANOGA 
H NY 
WHITE MAHOGANY 


Triple Toggl veil 
riple gle 
Gradragle Toggle Each 


SELF SERVICE COUNTER DISPLAY 
Handsome dealer sales unit contains 67 popular- 
styled SHURWOOD* covers each packaged in- 
dividually in clear plastic envelopes with screws 
included. Packaged refills of 10 covers immediate- 
ly available. 


DEALER SALES UNIT SW-67 
Includes 67-Unit Assortment 
Deal Retail 
price 924.30 = Yee $36.43 
Ask your jobber or write 
ELLIOTT BAY LUMBER CO. 
6008 West Spokane St., Seattle 4, Wash. 
Mfrs. of plywood, venoers and WOODTAPE 
*SHURWOOD (T. M. applied for) previously tradenamed ‘“Tru-wood”’ 
Circle No. 62 on Handy Cover Card 





INDUSTRIAL 


Trade Mark 
PLYWOOD EDGING 


PACKAGED FOR PROFIT 


Attractive dealer display of the profession- 
pad proven, economical, easy-to-use pro- 
duct for edge finis a 
SELF SERVICE “ae ER MERCHANDISER 
contains twenty 4” packages and twelve 
1%,” fone es of | Hinges in BIRCH, 
WALNUT, MAHOGANY, F NE. 
Each package includes At. 3, WOODTAPE* 
= pe sag applied a — solvent. 
Dealer etai 
Price $26.40 Value $43.60 
Order from your jobber or write 


ELLIOTT BAY LUMBER CO. 


600k West Spokane Street ¢ Seattle 4, Wash. 
*TM Reg. U.S. Pat. Pending Pat. Canada 1958 
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PLYWOOD ROOF SHEATHING is nailed 
down on model erected in the yard. 
Model can easily be seen from nearby 
busy highway. 


$398 Shell 


ReEDwoop City, CALIF. 
PACKAGED DO-IT-YOUR- 
SELF garage that most any home- 

owner can erect is offered by Progress 
Lumber Co., Redwood City, Calif., in 
an expansion of its prefab program 
that also includes cabins and homes. 

A full-size model of the two-car 
garage is displayed in the yard, just 
off a heavily-traveled highway. Sides 
were left unsheathed, not only to show 
the quality of construction, but be- 
cause that is how the basic package is 
sold. 

John Kampf, head of the retail 
lumber division, priced the kit at 
$398. This is an arresting figure, 
since the cost of a completed garage 
of equivalent size and quality in the 
area is about $1,200. 

The do-it-yourself purchaser can 
save hundreds of dollars, said Kampf, 
the amount depending on how much 
he undertakes himself and how much 
he contracts to have done. Kampf es- 
timates that any man fairly handy 
with tools can erect the shell in about 
10 hours. 

Designed by Keith Douglas, Prog- 
ress mill superintendent, the garage is 
20’ square. Panels are made up of 
2x4 studs spaced 16” on center. 
Panel size is standardized at 6'8” 
wide by 8’ high. Thus the three sides, 
except the front, are each framed with 
three panels prefabed on a bench-high 
jig in the yard. Dimensions are de- 
signed for easy application of stand- 
ard 4x8 panels of plywood or other 


PROGRESS 
LUMBER 


PACKAGE offered by Progress Lumber Co., Redwood, Calif., includes all items shown 


in this picture. 


suitable material. 

Siding package prices run from 
$140 to $182 for Masonite; $186 for 
redwood rustic bevel siding and $207 
for Texture One Eleven fir plywood. 
All panels are interchangeable. The 
design is similar to Lu-Re-Co, except 
that the module is 68”. 

Complete package. The package 
includes nine trusses spaced 2’ on cen- 
ter, allowing for an overhang on eith- 
er side of 16”. The trusses use ply- 
wood gussets. Roof sheathing is %” 
fir plywood with nails driven 6” 
apart at panel edges and 12” in the 
field. Plyclips are used between truss- 
es, eliminating blocking. 

Mudsills, framed gable ends and 
nails are included in the package, also 
a large aluminum-framed window. 
Main items not included are the con- 
crete slab, valued at about $200; a 
16’ overhead door at $100—$150; 
siding in the price range quoted and 
90 Ib. roofing at about $24. A pre- 
hung sash door and frame are avail- 
able for $29. 

Progress will also arrange to pour 
the slab in conformation with local 
codes, one of which requires the 
foundation for an attached garage to 
be of the same depth as the house. 
This foundation could add $200 to the 
total price. 

Kampf debated a precut against a 
prefab garage, but decided in favor of 
a prefab because of its sales appeal 
for the novice builder. The price dif- 
ferential was small. 
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Garage Kit for Handymen 


bricate panels 
and trusses. Carpenter is lining up 2x4 
studs 16” on center. 


PLYWOOD GUSSETS are used as truss 
connectors and braces. Nine trusses are 
used in each 20’ square garage. 
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HOW TO ENTER 


Building Materials Merchandiser- 
Art Hood Scholarship 
Competition 


FOR MANAGEMENT TRAINING AT THE BUILDING INDUS 


To encourage its growth and center 
attention on its achievements BMM has 
set up the ART HOOD SCHOLAR- 
SHIP COMPETITION. Two scholar- 
ships, one each semester, will be awarded 
by BUILDING MATERIALS MER- 
CHANDISER. 

How to Enter The Competition for 

an Art Hood Scholarship 

1. In 500 words or less describe three 
merchandising or management ideas 
your company has learned from 
BUILDING MATERIALS MER- 
CHANDISER and how your com- 
pany plans to apply (or has already 
applied) these ideas to your own 
operation. 

** For example, you may have read about 
the O'Connor Lumber Co. in the Jan- 
uary 2 issue and how they service 50 
builders through precut and panelized 
home packages. This may have given 
you an idea to try precutting or as- 
sembling panels. Say so and tell how 
you plan to set this up for your com- 
pany—or how you already have. 

* Here's another example: You may 
have read about the Gallant Lumber 
Co. in the January 16 issue. In Jan- 
uary, 1959 their sales were less than 
$500,000 and steadily declining. To- 
day, two years later, the firm has sales 
of over $1 million annually, balanced 
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between builder and consumer 
business. Promotion ideas they 
used to do this may have given 
you some ideas. Write about them 
and how you're planning to adopt 
them for your own operation. 

. Send this 500 word-or-less state- 
ment on your company’s letter- 
head, signed by a corporate 
executive, to: 

THE BUILDING MATERIALS 
MERCHANDISER 

ART HOOD SCHOLARSHIP 
COMPETITION 

BUILDING MATERIALS 
MERCHANDISER 

59 EAST MONROE STREET 
CHICAGO 3, ILLINOIS 

3. A committee of dealer and Art 
Hood judges will select the win- 
ners. 

What the Art Hood Scholarship 

is Worth: 

A full tuition scholarship, amount- 
ing to $350.00 for five-weeks of 
management training. 

Rules of The Competition: 

1. The awards are made to the dealer 
company and consist of a check for 
$350.00 and an engraved plaque, 
designating this dealership appro- 
priately as a MASTER BUILD- 
ING MATERIALS MERCHAN- 
DISER. 


. The first scholarship winner will 


be announced in the August 28 
issue of BUILDING MATERI- 
ALS MERCHANDISER, for the 
September 5 - October 7, 1961 
session. The winner will be noti- 
fied by August 7 so he can make 
necessary prior arrangements. 


. There are two courses the com- 


pany winning must enroll for, al- 
though one individual may attend 
both sessions or one individual 
from a company may attend one 
session, another individual from 
the same company may attend the 
second. These courses are: 

1. GENERAL MANAGE- 
MENT SESSION (3 Days) 
For general management 
only, covering financial ad- 
ministration, operational 
problems and personnel ad- 
ministration, treating all 
phases of retail management 
except sales management. 

. SALES MANAGEMENT 
SESSION (8 Days) 
For sales managers and de- 
partment managers responsi- 
ble for sales production 
covering everything the sales 
manager has “to know” and 
“to be” to produce a satisfac- 
tory volume of profitable sales. 


May 22, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





| LAMBURTH 


Se 


oa: 


‘tat ¥ J ESs 
* E 


Deadline for September Session Competition: July 10 


TRIES MARKETING INSTITUTE OF PURDUE UNIVERSITY 


4. The scholarship covers tuition for 
both of the above sessions as well 
as full tuition for the following 
courses open to all sales personnel: 


MAIL THIS APPLICATION TODAY! 


| would like to enter the competition for the BUILDING MATE- 
RIALS MERCHANDISER-ART HOOD SCHOLARSHIP to attend 
the Building Industries Marketing Institute at Purdue University 
for the September 5 - October 7 session. 


1. Estimating session (514 days) 


2. Creative sales session 
(SY% days) 


. Product knowledge session 
(SY days) 


. A company winning may send one 
or two individuals to the general 
management and sales manage- 
ment courses, and either the same 
or different individuals to the three 
sales courses. 


[| | will send my 500-word report on 
|__| ideas picked up from BMM later. 


— 


Please send me more details on how 
to enter. 








. The scholarship covers all fees in- 
cluding texts (covering over 1,000 
pages of lecture material), litera- 
ture, working tools, class banquet, 
Certificate of Completion, cost of 
lecture sources, instruction mate- 
rials, equipment, administration 
and examinations. The scholarship 
award does not include transporta- 
tion, meals or lodging. 





(Your Name—please type or print) 





(Name of Company) 





(Street Address) 





. Deadline for the first Scholar- 
ship to be awarded for the Sep- 
tember 5 - October 7, 1961 ses- 
sions: 

Entries must be postmarked not 
later than July 10. 


(City) (State) 





(Your title or job) 


ree a a a a a ee ee 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—-30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





PROPRIETORSHIP OFFERED 











Long-established lumber company can be 
acquired by young man (or men) out of the 
profits he makes in operating the business. 
This opportunity is offered only to men with 
record of successful experience in profitable 
management. Contract will start with option 
on controlling stock at current year’s values. 
Company has 2A-1 rating in Red Book of 
Lumber Manufacturers’ Credit Association. 
It was established more than 45 years ago in 
a Central State City of 25,000 population. 
Present owner retiring due to ill health. 
Applications will be considered ONLY from 
men who can show records of exceptionally 
peanuts management and growth of lumber 
businesses (i.e., increase in volume and prof- 
its resulting entirely from THEAR efforts and 
policies). me will be required to make 
token purchases of stock at the start, both 
as evidence of ability to manage their per- 
sonal finances and to insure the permanence 
of their affiliation with the company. Ap- 
plicants operating as partners to purchase 
stock will be acceptable. 

Consideration will be given only to men with 
technical training and experience, such as 
construction engineers, architects, estimators, 
advertising men, city salesmen, etc. While 
college degrees are not required, impressive 
academic records will be an advantage. 
Thoroughness of detail in applicant’s resume 
will be a factor in making the selection. 


All correspondence strictly confidential. 


Address Box P-55, Building Materials 
Merchandiser. 





HELP WANTED 








Assistant Manager Wanted 
Large retail yard. Must have minimum ex- 
perience three years as manager or assistant 
manager. Also_ experience in contractor 
—, Coperumity , & acrensement. Janss 
nber om; y, t Commercial, 
Springfield, Missouri. ” 





SALES PROMOTION POSITION 
available for an experienced man in the mid- 
west with a large well-established lumber 
manufacturer. Opportunity for an aggressive 
aa salesman who can build sales through 
effective promotion. Address Box P-51 Build- 
ing Materials Merchandiser. 
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HELP WANTED 








BUSINESS FOR SALE 














Inside Salesman and Order Clerk—must 
have experience in selling lumber and build- 
ing materials. Excellent opportunity for am- 
bitious young man with a very fine com- 
pany. Address Box P-57, Building Materials 
Merchandiser. 





WANTED: Manager for old established Line 
Lumber Yard, located Central Indiana, 
town of 75,000 population. We want an ag- 
gressive man, under forty-five years of age, 
at least ten years of experience. Salary open, 
to be determined in personal interview. Send 
recent picture, along with complete de- 
scription of your qualifications. Reply will 
be kept confidential. Address Box P-59 
Building Materials Merchandiser. 





LUMBER SALESMAN 

An old-line wholesaler can provide an ex- 
cellent opportunity for an aggressive, hard- 
working lumber salesman with an established 
following of retail lumber dealers and in- 
dustrial accounts in one of the following 
areas: 

Minneapolis-St. Paul 

Omaha-Lincoln 

Des Moines 

Central Missouri 

Joliet-Waukegan 

Madison and southern Wisconsin 

Northeast Wisconsin 
We pay split of profits with guarantee of 
salary and full expenses including car. In 
your confidential reply, please outline full 
personal background and work experience. 
Write Box P-58 Building Materials Mer- 
chandiser. 





SITUATIONS WANTED 











Architectural Millwork Estimator, Detailer 
and Biller, available at once. Address Box 
P-41 Building Materials Merchandiser. 


ber yard, including large painting, 
. od hardware business. Real op- 
portunity, owner retiring. Located in one of 
the fastest growing towns in midwest. Doing 
$150,000 annual business. Will inventory out 
and lease yard. Address Box P-49 Building 
Materials Merchandiser. 





MISCELLANEOUS FOR SALE 














CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 
Available 120 mbf 1 x 4 S4S 25/32_C & Btr 
(10%D) Soft textured_Mexican Ponderosa 
Pine. Write American Representative, P. oO. 
Box 88, Ft. Worth, Texas 





55 International Tractor R205 Engine RD- 
150 Gas 10:00x20 Tires. GOOD TIRES. LOW 
MILEAGE. Z Tag. 2 speed axle. Excellent 
condition. 

- Fruehauf Trailer. Tandem 10:00-20 
Mires with Lumber Roll-off Body with 7 
built-in rollers. Excellent condition. 
MYERS LUMBER COMPANY—P.O. Box 38 

Hazleton, Pa. 





D untable Steel Lumber Racks, Chain 
Hoist, High 2 wheel hand carts and Gravity 
Rollers. Low Prices. Wm. C. Schreiber Lum- 
ber Company, Chicago 16, Illinois. 








Bookkeeper, familiar with lumber terms, de- 
sires employment in distribution yard, some 
manufacturing or wholesale. Sel mg ea] 
for some time. Middle age. Address Box P-33 
Building Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Well established hardware manufacturer 
with existing accounts needs more aggressive 
representation in two territories: (1) New 
England; (2) Md., D.C., Va. Prefer man cal- 
ling on sash and door jobbers. Address Box 
P-46 Building Materials Merchandiser. 





Well known, long established company—man- 
ufacturers of Aluminum Sliding Patio Doors 
—seeks the assistance of established sales 
agents. Residential building contractor with 
single dwelling, as well as those with larger 
projects are interested in our product, 
“Sceneramic,” Aluminum __ Slidin Patio 
Doors. This quality product we offer is in 
the moderate to lower price range. Please 
reply, stating territory covered and products 
handled. Give us full particulars in your 
first letter and furnish references. 
Write to: ORO Manufacturing Co., 
1425 Michigan Ave., Adrian, Michigan 





BUSINESS FOR SALE 











For Sale: Iowa Lumberyard enjoying in- 
creasing annual volumn and unusually good 
profits. Address Box P-39 Building Mate- 
rials Merchandiser. 





For Sale—Lumber yard and hardware, with 
large office and show room, located on seven 
acres of peme at edge of city, on main 
highway, central Ohio. Owner will hel 
finance. Address Box P-47 Building Materials 
Merchandiser. 





LUMBER YARD FOR SALE 
For sale retail lumber yard and hardware 
store in southeastern Iowa. Newly remod- 
eled showroom and office. Plenty of lumber 
storage. Building, land office and uip- 
ment. Will inventory. Address Box -P-56 
Building Materials Merchandiser. 


Golden Car Key Promotion 
Stimulates Store Traffic 

LitcHFIELD, Itt.—A free 18- 
carat gold car key with engraved ini- 
tial is the latest Weather-Proof Co. 
sales promotion available to all lum- 
ber and building materials dealers. 
Wepco furnishes free to each partici- 
pating dealer an automatic key ma- 
chine, along with complete advertising 
materials package including point-of- 
purchase display kit, to help stimulate 
store traffic and sales. 

Winter results. Building Materials 
Center, Pueblo, Colo., took advantage 
of the gold key promotion recently 
and combined it with the short-term 
Wepco Truckload Storm-Door-Win- 
dow Sale. Results: 

* There were 98 Wepco windows 
and doors sold in the 3-day event. 
* A gross profit of $708.85 was made 
on the Wepco line. 

* An additional $3,000 worth of oth- 
er merchandise was sold. 

* Over 1,000 people attended the pro- 
motion, some coming from as far as 
115 miles away. 

* At least 30 people were in the store 
at all times. 

* New charge accounts were opened. 
* The promotion took place during a 
big snow storm. 

* Even competitors came to see what 
was going on. 

“An unbelievably successful promo- 
tion,” declared Bob Dey, BMC man- 
ager. “The best I’ve ever seen in the 
lumber business.” 
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Building Materials Dealer Sales Pulse 


Marketing Regions (see mop on page 100) 


Zone 9 
Pacific 


Zone 8 
Meuntain 


Zone 7 
West South 
Central 


Zone 5 Zone 6 
East South West North 
Central Central 


Zone 4 
East North 
Central 


Zone 1 Zone 2 
North Middle 
Atlantic Atlantic 


Sales: April "61 vs. 
April "60 . sees —16% 4% + 4% % L 3% +- 5% 

Sales: 4 months '61 vs 
4 months '60 

Accounts receivable 
April 30, '61 vs. 
April 30, '60 .... ec 10% 


Inventory: April 30, '61 
— 2% + 2% — 6% +12% 


vs. April 30, '60 
Next quarter's sales 

, a +e + 5% + 8% +10% + 5% + 2% + 8% 
April weather ............. i Mixed Good Mixed Good Good Good 


—18% 5% =» 2% L 6% —- 5% +. 5% 


— 2% f + 2% — 6% Yo + 8% 
5% 5° 


— 2% + 3% 


110% 12% 


estimate 
Fair Mixed 


Despite the slow housing picture in the first quarter of this 
year, most lumber and building materials dealers appear op- 
timistic regarding second-half conditions. 


Many are reported 


to believe this will be a banner year in remodeling. 1960. 


Some of the reasons for that optimism: total number of per- 
sons employed in the nation reached 65.5 million in March, 
a rise over the same 1960 month; farm income is running at a 
substantially higher rate than last year; and personal income 
in March amounted to $409.5 billion seasonally-adjusted at 
an annual rate, an increase of $3.5 billion over February. 


Residential construction contracts in March topped $1.4 bil- 
lion, a jump of 6% over the same month a year ago. This 
included 103,075 dwelling units, 


a rise of 5% over March, 


Wet weather in parts of the nation has helped keep a lid on 
key building materials prices. Northwest mills have been sell- 
ing green 2x4’s for $66 per thousand bd. ft., 
mid-April. Asphalt roofing manufacturers boosted prices from 
5% to 14%, but with bad weather slowing demand, some were 
forced | to sell at a discount. 


$4 less than in 
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Acme Quality Paints, Inc. 
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American Power Tool Co., division of 
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National Mfg. Co. 
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Sterling Factories 

Sunray Stove Co., The 


Waterlox Division, The Empire 
Varnish Co. 
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Kelco Div. 

Western Pine Assn. 


Weyerhaeuser Forms New 
Wood Products Division 


TAcoMA—Activities of several di- 
visions will be consolidated in the 
newly formed wood products division 
of the Weyerhaeuser Co., under 
George H. Weyerhaeuser. 

Consolidation includes lumber and 
plywood, hardwood lumber and ve- 
neer, Silvatek and Roddis. 

John L. Aram, vice president and 
former head of the research, hard- 
wood and Silvatek group, has been 
appointed marketing vice president of 
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the new division. “He will be 1 respon- 
sible for marketing all of the compa- 
ny’s softwood, hardwood and manu- 
factured panel and fiber products. 

Jay C. Wallenstrom, former mar- 
keting vice president of the Roddis di- 
vision at Marshfield, Wis., has been ap- 
pointed national sales manager. He 
will be responsible for all field selling 
activities of the division, including op- 
eration of distribution yards. 

J. P. Weyerhaeuser III, of White 
Bear Lake, Minn., will be manager 
of merchandising. 

D.. C. Greeley, Tacoma, has been 
appointed manager of marketing serv- 
ices. 


Wage Law for Retailers 


WASHINGTON—The new minimum 
wage and hour law coverage goes into 
effect next September, but the big un- 
answered question is how many retail- 
ers and employes actually will be cov- 
ered and how many exempted. 

The new law covers establishments 
with gross annual sales of $1 million 
or more if they receive at least $250,- 
000 worth of goods for resale from 
across state lines. Individual units in 
chains will be exempt if they have an- 
nual sales below $250,000. 

Even the Labor Department, which 
enforces the law, concedes it has no 
idea of how many retail lumber deal- 
ers and employes will be affected. 
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What's the 
Price’? 


Prices firmed at $72 a thousand sq. ft. for 44” sanded fir ply- 
wood as the market remained steady. Quotations for %” ply- 
wood sheathing climbed $2 to $8 a thousand to a range of 
$106 to $112. Then sanded fell back to $68. 

Total stocks on hand at the end of April for 85 mills report- 
ing to the Southern Pine Assn. amounted to 27.2 million bd. 
ft. Unfilled orders totaled 57.4 million feet. 

Reports from 106 Western Pine Assn. mills indicate 93.5 mil- 
lion bd. ft. in orders compared with 84.8 million for the cor- 
responding week last year. Shipments were 90.3 million feet as 
against 88.1 million in 1960. 

Green fir 2x4’s slipped $2 a thousand from earlier levels and 
Std and Btr fir studs dropped $3. 

There is a shortage of logs in western pine areas causing prices 
to edge upward. However, demand for white fir dimension fell 
back slightly 
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Current Retail Price Range 


Zone 3 
South 
Atlantic 


High 


Zone 1 
North 
Atlantic 


Zone 2 
Middle 
Atlantic 


Retail prices to typicel one-howse con- 
tractors, besed on reports trom leading 
deolers received every two weeks by 


Evilding Moterials Merchandiser 


Low Low High Low 


High 
LUMBER 
Douglas fir 


Dimension 
Std. & Br, R/L 
Std. & Btr, R/L 
Std. & Btr. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension 
Std. & Btr. R/L 2x4 dry 
Std. & Btr. R/L 2x10 dry 
Western Pine 
Boards: 
No. 2& Bir. R/L 1x8 dry S45, shipicp 
No. 3 & Btr. R/L 1x8 dry S45, shiplep 
Southern Pine 
Dimension: 
No. 2& Btr. R/L 2x4 dry 
No. 2 & Btr. R/L 2x10 dry 
Boards: 
No. 2 & Bir. R/L 1x8 dry S45 or 
D&M or shiplop, dry 
Hardwood Flooring 
Select ook 25/32" x 2" plein sewed 
No. | Com. ook 25/32" x 2':”’ pl. sew. 
Interior Softwood Paneling 
No. 2 ponderesc pine R/W 
Wood Siding 
Redwood clear oll heart bevel siding 
3 a” x 10” 
“A" coder bevel siding 3/4" x 10” 
Wood Shingles 
Ceder shingles 5/2 Ne. | 16" - 5X 


2x4 green 
2x4 dry 


Zone 4 
East North 
Central 
High 


Low 


Zone 5 
East South 
Central 


High 


Low 














Zone 6 
West North 
Central 


High 


Low 


Zone 7 
West South 
Central 


Low High 


Zone 8 


Mountain 


High 


Low 


Zone 9 
Pacific 
Coast 


High 
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PLYWOOD 

Fir, 1/4" DFPA-AD interior give 

Fir, 1/4" DFPA-AC exterior glue 

Fir, 3/8" DFPA-CD shecthing int. glue 
Fir, 1/2" DEPA-CD sheothing int. glue 
Fir, 5/8" DFPA-CD sheothing int. gi 


90,+ 150. 
100.+ 160 
80.+ 220. 
124. 290 
130.+ 234.38 





MILLWORK 

Phil. mahogany (Loven) flush door 
1-3/8" 2426-8 

Birch flush door 1-3/8" 246-8 

Dowble-hung window 2-4x4-6, setup, 
glezed, weatherstripped, bolenced 


4.90+ 9.85 
6.80 + 12.50 


12.50 27.40 


6.80+ 8.95 
9.70+ 13.75 


17.28 24.50 


7.17 
10.80 


9.% 
13.22 


17.22 28.45 





BUILDING MATERIALS 


Outside white point, tirst grade 

8d commen steel neils, U.S. mode 
Min. woel insuletion, tull-thick bett 
Ceiling Tile 12” x 12” 

1/2” Inswleting building beard 
25/32” Insulating sheething 

3/8" gypsem wellboord 

1 8°’ tempered hardboord 














215% thick butt csphalt shingles 


+ Price decline 


*Price rise 


100 


























Pa 
: = 
' 


. 
: 
& 
\ 
‘ 
a 
<= 
£ 
a 
~ 





Advert 


7.2 
14 15 
27 28 
40 41 
53 54 
66 67 
79 80 
92 93 


| This ea 










WITH THIS 


SMASHING PROMOTION! 
SPECIAL LOW PRICE i 


Py 
/ iris 227 228 


240 241 
253 254 
: 266 267 
‘ 


Boost Spring Sales... 3/(—_. 
2, Oe 





Ka 





New Pr 
and Lite 


ee a a eB ee a a 


201 202 






279 280 
292 293 
305 306 
318 319 


2An 24a eS && Oe oc &@© 24 Of &6 


Name | 
Compa: 
Addres: 
City _ 


Dealer 





a 


oe 


This ca 
Adverti: 





: 2 
” 63 4 
ar 628 
" 40 41 « 

53 54 
66 67 | 
79 80 | 
92 93 | 








e Big news of this special SUN-PROOF offer and 
superior fume-resistance will soon be seen and read 
by many homeowners in your neighborhood. 


If you are not now a 
Pittsburgh Paint Dealer 


—send this coupon! New Pr 


e@ Leading Newspapers—In dail- and Lite 


e National TY—On two popu- 
lar, hour-long NBC-T’V shows, 
each reaching over twenty 
million viewers. LARAMIE— 
Tuesday evenings; MICHAEL 
SHAYNE—Friday evenings. 

e National Magazines— In publi- 
cations read by many millions 
of homeowning families in big 
cities and rural communities. 


ies with a combined circulation 
of nearly thirty millions in 
major markets. 


@ Point-of-Sale Material—Color- 
ful jumbo-size handbills, at- 
tractive store and window dis- 
plays for you to use to bring 
more SUN-PROOF customers in- 
to your store. 








e If you wish to use this 
hard-hitting SUN-PROOF 
promotion to increase your 
spring sales, getin touch with 
your nearest Pittsburgh 
Plate Glass Company 
branch. Or mail this coupon. 
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Pittsburgh Plate Glass Company, 
Paint Division, Dept. AL-51, Pittsburgh 22, Pa. 


Please send me details of your special SuN-PRoor Name | 
spring promotion. 


NAME Compar 








ADDRESS Addres: 
CITY COUNTY STATE 


2, ITTSBURGH PLATE GLASS COMPANY 








IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED City 
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